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No Punch in the attic 


The rocking-horse in the attic has even 


forgotten what Punch looks like, poor brute. 
Punch stays wherever life is in full swing—on 
the ground floor where the couple is breakfasting, 


and on the first floor where the gentleman in 


bed is unfolding his copy at 8a.m. That, 
according to the latest and most intensive 
independent survey, makes three out of a grand 
readership total of 5,460,000 who won't forget 


(so Toby informs us) to do what the advertiser 


tells them. 


... pervasive ... persuasive 
GOES FARTHER THAN 


FIGURES 


JOHN LL. AIRPING ER SPYPRTISEMPNT MANAGER. 10 POLVIRIE STREET. LONDON, E.C.4. TELEPHONE: CENTRAL 9161 
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ADVERTISER'S WEEKLY 


“Newspaper 
Space Cheaper 
Than In 1936” 


Sin,—Mr. Malham's  leitte: 
(Juiy 27) was evidently prompted 
oy tne yncrease Ol the advertising 
rate of the Evening Gazetie 
Middlesbrough, trom 20s. to 25s 
per sc. inch, recently announced 
u has prompted me to caamine 
my pre-war files. 

So far as national advertising 5 
concerned, | find that the rate 
im 1936 was equivaient to 2d 
per mech per thousand copies 
ine present audited net sale of 
inc Lvening Gazette WS Dearly 
double the 1956 figure, but the 
new fate represents a muilinch 
rate of 28d. in other words, for 
national advertisers the cost per 
thousand copies of advertisement 
space im the Lvyening Gazette at 
tine new rate will be only 40 per 
cent higher than ut was in 1936 
That means that im terms of the 
purchasing power of the pound 
sterling, space in the Evening 
Gazette is definitely and substan 
tually cheaper than it was in 1936 
There are not many articles of 
services which cost to-day only 
40 per cent more than they did 
in 1936 

Perhaps the Press has noi 
boasted sufficiently about its 

increased efficiency to reduce 
internal costs,” but the loregoing 
example shows that it has acted 
most effectively 

Meanwhile, the price of the 
paper to the public has been 
raised by S50 per cem (from a 
penny to three ha pence) 

Middlesbrough and the conur 
bation of which it is the capital 
is a rapidly-growing industrial 
area The most modern indus 
tries, On a gigantic scale, are being 
developed at speed. Population 
growth is keeping pace. So Is 
the Evening Gazette 
steadily rising, but because vo! 
increased efficiency to reduce 
internal costs, the mulinch rate of 
the paper will actually be less at 
the new rate than it was in Apr 
1946, when the rate Was last 
changed 

I need not answer the unsup 
ported contention of Mr. Oclrichs 
advanced in a previous letter in 
your columns, that larger circu 


" 
Its sales are 


TO THE 


LETTER 


EDITOR 


lations have less value to adver 
tisers, your other correspondent 
has all unconsciously answered 
that completely by describing the 
failure of his attempts to organise 
local “advertisers’ strikes” be- 
cause of the economic necessity 
and success of advertising 
presumably inthe 
Cazette 
And I will leave to an adver 
using agent the task of refuting 
innuendo about the business 
morals of agents 
J. F, GOEPEL, 
Divisional Advertisement 
Manager, 


I vening 


Do Agents“ Welcome 


9%. 
Rate Increases’? 

Sin, 1 think my good frend 
Mr. Matham (this page, July 2 
is Wrong in Suggesung that most 
udverusing agents welcome raic 
increases. For my own part, | 
agree with him in deploring the 
continual trend upwards, and | 
know many fellow agents who 
tnink this way. 

Agents take a materialistic 
view,’ chides Mr. Malham (al 
though he praises the “realism 
of Mr. Oclrichs). Whatever we 
may be-—whether materialisis or 
realists or idealists—-we should 
be foolish to consider our own 
commission before the client's 
interest. Some of us number 
retail stores and correspondence 
schools among our chents, and we 
know the inescapable logic ol 
‘cost per sale Big national ad 
vertisers, while they cannot 
measure results so quickly, all 
face the same problem -that of 
getting results economically 

1 believe lower rates would b 
good for all of us—including the 
publishers. If the alternative to 
uneconomic advertising is ‘ 
penny on the paper-—well, why 
not? 


HORACE WALKER 

Managing Director, Reid 

Walker Advertising Lid 
Salisbury Square House, E.C 4 


Overtime Embargo 


SiR The attention of the 
Printing Trades Alliance has been 
drawn to your article Uuly 6) 
headed “B.F.M.P. Will Not Pay 
Increase Yet, even in No-Ban 
Houses.” 1 would point out that 
certain of the statements in the 
article are not in conformity with 
the facts 

The opening paragraph stated 
that “The Printing Trades Alii 

ance has issued a statement sa) 


ing that the 3s. 6d. increase in 
the basic rate for hand composi- 
tors, awarded by the National 
Arbitration Tribunal, should be 
paid immediately to L.S.C. mem- 
bers, in houses where the over- 
time ban is not being operated.” 
Ihis apparently refers to a cir- 
cular letter sent by the Alliance, 
on June 27, to its employer mem- 
bers and to those employing em- 
ployee members of the Alliance 
and to no one else. This letter 
contains a recommendation to 
such employers to put the award 
into operation in houses where 
there has been no ban on over- 
time, in respect of the first full 
pay period following the date of 
the award 
The third paragraph stated 
that “The B.F.M.P. says that in 
its opimeon the P.1.A. is imcorrect 
in its interpretauion of the 
Tribunal’s findings Ihe re- 
commendation ot the Alliance 
Was in NO sense an imilerpretavion 
of the Tribunals findings” and 
was not based on the legal effect 
of the wording of the award but 
on the application of Allance 
principles to the position which 
had arisen 
One of the most important of 
those principles is that any dis- 
pute should be settled by arbi 
tration When, therefore, the 
Tribunal decided that the wage 
of hand composiiors in the Lon- 
don area should be increased to 
143s, 6d. per week, my Commit- 
tee SAW NO reason why the putting 
into Operation of this wage should 
be delayed in the case of those 
who had not taken, and would 
under no circumstances take, any 
aggressive action such as impos 
ing a Dan on overtime, 
Cc. W. PEACH, 
Secretary, The Printing 
Trades Alliance 
Sansoms House 
Ludgate Circus, E.C.4 


Regent Club Link 
With Denmark 


Siz As mentioned in the 
ADVERTISER'S Weexty, Denmark 
Supplement the Advertising 
Association in Copenhagen 
nearly a year ago established a 
junior department for members 
under 31 

The department has its own 
management chosen by the young 
people themselves. One of the 
reasons why, from the beginning, 
it Was & success. was that adver- 
tising activities are expanding in 
Denmark after the passivity of 
the war period. Many new young 
people now get their employment 
in the advertising trade, and it is 


of great importance that they ob 
tain as good an advertising edu 
cation as possible. For this 
facilities have been provided at 
the Graduate School of Business 
Administration in Copenhagen, 
where they can get a scientific 
education in sales and advertising 
The Advertising Association in 
Copenhagen arranges every year 
a brilliant graphical class and the 
whole information activities of 
the Association are available. 

But young advertising people 
must go out in the world to get 
new impressions and learn more 
modern methods, It is my con 
viction, after my visit to London 
this summer, that young Danish 
advertising people have a great 
deal to learn in London. I have 
had occasion to visit some great 
advertising agencies there and 
they all umpressed me by their 
good organisation and many- 
sided advertising work. It is 
clear that the greater population 
and industries, etc., in Great Bri 
tain give greater scope and more 
opportunity for specialisation. 

Danish advertising people al- 
ways have been interested in the 
work methods used in England 
and try to adapt these as much 
as possible to Danish conditions 
Therefore it was a great pleasure 
for me to establish connections 
with the Regent Advertising 
Club. We shall exchange news 
of our respective advertising 
circles and help our members 
during their visits either to Eng- 
land or to Denmark. It will al 
ways be important for young 
advertising people to know other 
conditions and get new impres- 
sions. This contact gives a good 
promise for the future. 

BORGE RASMUSSEN. 

(Mr. Rasmussen is a member 
of the staff of Politiken Ltd. and 
a leading member of the Junior 
Section of the Danish Advertis- 
ing Association.) 


REX PUBLICITY HANDLING 
KOLYNOS FILM CONTEST 

The Kolynos £500 film contest, 
mentioned in ADVERTISER'S 
WEEKLY on July 20, is being 
handled by Rex Publicity Service 
agents for Associated British 
Cinemas, in the circuit of which 
the contest is taking place 
Colman, Prentis and Varley Ltd., 
agents for Kolynos, are handling 
the trade Press advertising. 
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» ou" Budget... 


John Bull goes into well over 1,000,000 homes 

every week covering some 4} million readers, nearly half 

of whom are women No other family magazine of comparable size 
has been so long established in the family market. John Bull's 
family millions come right from that section of the com- 
munity which now commands the greatest purchasing 
power in the country. Money spent here and 
backed by their traditional loyalty § and 
confidence in John Bull, does a major 
job of advertising. No campaign is truly 
national without them. No campaign is 


truly national without John Bull. 


JOHN BULU’S —— 


over a million families 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACES, LONDON, W.C4. Ali-ROUND VALUE AND 4 SQUARE 2 rora 
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ADVERTISER'S WEEKLY 


n over one and three-quarter million net sale . . . the full strength sales focus of a specialised mass circulation 


.. economic colourgravure ... no waste-readership . . . these are some of the reasons why Woman’s Owr 


ivotal medium in successful campaigns appealing to women—ensures 1(0°/, value for every advertising pound 


nt in the women’s mass market. NOW is the time to book your autumn and winter requirements in this 


pular national weekly ! 
ANTE NE 88S TOASTED 9  T 


Woman: 


Stuart Mander, Advertisement Director, George Newnes Lid., Tower House, Southampton Street, London, W.C.2. Temple Bar 4363 (40 lines 
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Newsprint Decision Postponed: 


Further Cut This 
Year May Be Averted 


BISHOP, IN COMMONS, DISCLOSES 
HIGHER HOME OUTPUT ESTIMATE 


Although no decision has been yet made by the Newsprint 
Supply Co., and none is expected during the next few days, 
possibly not for several weeks, prospects of avoiding a further 
newsprint cut this year cau be regarded as more hopeful. 


As disclosed by Mr. F. P. 
Bishop, M.P., general manager, 
Newsprint Supply Co., during 
last Thursday's debate in the 
House, a revised estimate of 
home mill production will pro- 
vide an additional quantity 
(understood to be about 6,000 
tons) for the second half of 1950. 


The issue, as Mr. Bishop 
pointed out, is still open, but the 
windjall may “just make the 


difterence.” 

The position for 1951 is that 
a six-page basis appears to be 
assured unless unforeseen circum- 
stances arise, but there will be 
no reserve for emergency 

An undertaking by the Presi- 
dent of the Board of Trade to 
discuss with Commonwealth 
countries the whole question of 
newsprint supplies, including that 
of exports from this country, 
offers some slight hope that 
future exports may be at a4 level 


that will take into account the 
minimum needs of newspapers 
here. 

The Newsprint Supply Co 


directors have not met since the 
debate and no carly meeting is 
planned. but its officers are 
empowered to take any decisions 
required 

Little fresh emerged from the 


debate. Mr. R. A. Butler and 
other Opposition speakers re- 
stated the case for the news- 


papers, and Mr. Harold Wilson, 
President of the Board of Trade, 
again answered criticisms of the 
Csovernment. 

Mr. Butler, in a moderately 
worded and constructive speech, 


suggested that more newsprint 
might be made available by a 
variety of methods. 

The question of exports for the 
forthcoming year should be re- 
considered. He would be the 
last to advocate the breaking of 
a contract, but asked the Govern- 
ment to call a general Common- 
wealth discussion to discuss the 
pooling of newsprint resources 

Some of the home mills, he 
understood, were able, if per- 
mitted, to step up production be- 
yond 714 per cent of pre-war, 
but were hampered by lack of 
sufficient raw material, in some 
cases pulp and in one case logs 
He hoped the Government would 
be able to encourage increased 
production by increasing avail- 
ability of materials 

When periodicals were freed 
from contro! in March, some of 
them decided to print on mecha- 
nical printing paper. The result 
was that some mills turned over 


some of their production to this 
paper and to this extent pre- 
judiced the production of news- 
print for newspapers. In conse 
quence about 25,000 tons more is 
being allowed to periodicals, 
small users and for other pur 
poses than last year. A few tons 
might be obtained from this 
source to help the newspapers 
Mr. Butler said he would like 
to suggest the possibility of so 
adjusting distribution that an in- 
dividual newspaper was able to 
decide whether it wanted to go 


(Continued on page 206) 


FOR NEWS, NOT 
MONEY MAKING 
“No newspaper group 
has fought harder for extra 
newsprint than the ‘Daily 
Express’ group; they have 
given a great deal of space 
to it, and fought very hard. 
“But if they were cut 
down to two pages—and I 
say this as a shareholder 
their profits would be in- 
creased by £1 million a year. 
“They are really more 
anxious to have space for 
news than for money 


BEVERLEY BAXTER, 
M.P., speaking in the 
newsprint debate. 


EVENING NEWSPAPERS ; 
Stoke-omTrem. Derby 
Post. Swansea 


Echo Cheltenham 


Telegraph 
Gloucester Journal 


Evening Telegranh 
Bristol Evening World 
Grimsby Evening Tclegraph 


Mackintosh 
Visiti 
U.S.A. 


Lord Mackintosh, who left for 
Canada and the U.S. on Priday, 
hopes to meet leaders of the 
advertising industry in connectian 
with the International Advertising 
Conference to be held in London 
next year, and of which he is 
chauman of the organising com- 
mittee. 

As chairman of the National 
Savings Committee, Lord Mack- 
intosh will meet leaders of the 
savings movement in Canada and 
the U.S. He will also presides at 
the International Convention of 
the World Sunday School Asso- 
craton. 


Arthur German Is 
Injured In Fall 
From Cliff 


Mr. Arthur German, secretary 
of the Audit Bureau of Circula- 
tions, was seriously injured when 
he fell from a SO ft. cliff near 
Ventnor, Isle of Wight, on 
Wednesday last week 

He is in the County Hospital 
Ryde, suffering from a fractured 
leg and injuries to his head and 
one hand 

After a passer-by, who found a 
hat on the grass near the cliff top, 
had given the alarm, Mr. German 
was found on the beach below, 
and taken to Ventnor by an out- 
board motor boat that had been 
attracted to the scene. He has a 
house at Ventnor 


Holl Daily Mail Evening Sentinel 
South Walks Evening 
Lekester Evening Mail 


The Citizen. Gloucester. Cloucemershire 


Lincolnshire Echo 
WEEKLY NEWSPAPERS : Yorkshire «& 
SMaflordshire Weekly Sentinel 
Herald of 


Lincolnshire 
Stoke-on-Trent 


Times Natl 
Grimaby = Satarday 
Cheltenham Chronicte 


Wales. Swonsre 


| Advertisement Director ° R. H. Penney - 


NORTHCLIFFE NEWSPAPERS GROUP L” 


Carmelite House, London, E.C.4. Cen. 6000 
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Liquor Advertisers Puzzled By New 
Labelling Order | 


MUST NOT CLAIM TONIC PROPERTIES 
WITHOUT MEDICINAL INGREDIENTS 


Advertisers of alcoholic 
liquo’s are studying with concern 
and some bewi'derment new pro- 
visions contained in the Labelling 
of Food Order, 1950, which 
comes into operation on Nov- 
ember |. 

Clauses in the Order appear 
to debar claims that any liquor 
possesses tonic, restorative or 
medicinal properties unless it 
does in fact contain ingredients 
other than alcohol that confer 
such properties. 

“Invalid ports” are likely to be 
specially affected, and it may 
also be held to cover other popu- 
lar alcoholic beverages, such as 
beer and stout, consumption of 
which is also often claimed to be 
beneficial. 

The Order, however, seems 
ambiguous in that the clause re- 
ferring to aleoholic liquors speci- 
fically mentions labelling but, un- 
like clauses dealing with some 
other products, makes no speci- 


OVERTIME BAN: 
NO CHANGE 

No further move has been 
made to reopen negotiations 
between the London Master 
Printers’ Association and the 
London Society of Composi- 
tors. The deadlock-——-and the 
overtime embargo -continues. 


fic mention of advertisement by 
other means. 

Legal opinion is being sought 
by some manufacturers, but it is 
considered unlikely that the 
point can be clarified without re- 
ference to the Courts 

The clause in question lays 
down that “no person shal! sell 
or have in his possession for sale 
any liquor described in a label 
(our italics) attached to or printed 
on the wrapper or container, by 
any name or words calculated to 
indicate ecither directly or by 
ambiguity, omission or inference 
that the liquor has properties 
which make it beneficial for 
invalids or has tonic, restorative 
or mineral properties, unless 

(1) the liquor contains a 
substance or substances other 
than alcohol in such quantities 
as to confer such properties; 


(2) the description is accom- 
panied by a statement of the 
approximate percentage present 
of such substance or sub 
stances.” 


“Tonic” and “restorative” 
foods and preparations § are 
governed by the rule that: “No 


person shall sell or have in his 
possession for sale any food 


which is described in a label 
attached to or printed on the 
wrapper or container by any 
name or words calculated to indi- 
cate, cither directly or by 
ambiguity, omission or inference 
that the food has tonic properties 
by reason only that such food 
contains (a) alcohol, (b) sugars or 
other carbohydrates, (c) protein 
or substance prepared from the 


hydrolysis of protein, or (d) 
caffeine or other purine deri- 
vatives.” 


Wrey To Help 1951 
Poster Competition 


Mr. C. B. Wrey (Imperial 
Tobacco Co.), chairman, Incor- 
porated Society of British Adver- 
tisers, has accepted an invitation 
from Mr. Gerald Barry, Director- 
General of the Festival of Britain, 
1951, to join an organising com- 
mittee for a poster competition 
in conjunction with the Festival. 

A sub-committee, on «which 
LS.B.A. is represented by Mr. 
Martin Pick (Arthur Guinness, 
Son & Co. Lid.), will work out 
the details of the competition. 

It is understood that the win- 
ning designs will be displayed on 
hoardings on the main approaches 
to the South Bank Exhibition. 


Hutchinsons Shedding Periodical 


Publishing Interests 


The Hutchinson Periodical Co., 
Ad., is writing to the trade 
shortly announcing developments 
which indicate that the parent 
company, Hutchinson & Co 
(Publishers) Ltd. may intend to 
discontinue its interest in period 
cal publishing. Rising production 
costs are said to be the reason 

Since the war, the Hutchinson 
Periodical Co. has been respon- 
sible for four journals which are 
concerned in current changes 

Restaurant Trade Journal and 
Hotel Gazette, a monthly on 
which the Company has recently 
spent large sums on increasing 
page size, etc., has been acquired 
by Blandford Publications L*d.. 
and will be merged with Hotel 
Management as from the Septem- 
ber issue. Title of the combined 
magazine will be Hotel Manage- 
ment and Restaurant Trade 
Journal Advertising rates will 
be unchanged 

Motor Body (the 
Automobile and Carriage 
Builders’ Journal) will, from the 
August issue, be published by its 


former 


original owners, Edward J 
Burrow & Co., Ltd., of Chelten- 
ham (a Hutchinson subsidiary) 


instead of by the Hutchinson 
Periodical Co. Offices have been 
moved to 68°Fleet Street, E.C.4, 


oe. 


Electron Coleute 


Permanent fluorescent colours 
which can be blended, in a 
manner similar to that in which 
oil or water colours are mixed 
throughout the spectrum range. 
have been developed by Shaw 
Siens, of London, and are now 
being used on the posters and 
display material which this com- 
pany produces. They can be 
silk-screened 

The colours, which are paten 
ted and bear the trade name 
Electron, have been evolved after 
16 years of expefiment and 


and an announcement about ad- 
vertisement representation 1s 
expected 
Negotiations are 
for the sale of Minister's Gazette 
of Fashion, four-colour men’s 
wear quarterly, to the Tailor and 
Cutter. 
it is 


in progress 


understood that The 
Writer, monthly for free-lances, 
hitherto published by the 
Periodical Co, for the parent 
concern, will continue to ec 
published by Hutchinson & Co. 
(Publishers) Ltd 
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HUNDRED UP! 


With the 
appointment 
of Timothy 
Lurcott to 
the copy 
writing staff 
of Cecil D 
Notley Ad- 
vertising 
Ltd. the 
Company 
now num- 
bers on its 
staff exactly 
100 people. 


. 
Support “Maximum 
. 
Tillage” Plea 

A plea that both the adver- 
tisement and editorial sides of 
the Press would support the 
Minister of Agriculture’s drive 
for “maximum tillage” was made 
by Mr. G. A, Brown, M.P., Joint 
Parliamentary Secretary, Ministry 
of Agriculture, at a reception 
given by Mr. R. W. Haddon, 
chairman of the Ministry's publi- 
city advisory committee (and 
manager director, Farmer and 
Stockbreeder and deputy chair 
man, Associated Iliffe) at the 
Café Royal, London, on Tuesday. 

It was hoped to make the 
slogan “Plough for Plenty” as 
successful as “Dig for Victory” 
and “Grow More Food” had been 
in other circumstances, said Mr. 
Brown. He appealed to commer- 
cial advertisers to plug the idea 
of maximum tillage. 


IT IS COMPTON, OF COURSE! 


The “Is it Compton?” contro- 
versy was revived when an adver- 
tisement for Brylereem that ap- 
peared in the Daily Mail and 
Daily Express \ast week showing 
a well-groomed man sending 4 
letter to “D. Compton, Esq., c/o 
Lord’s Cricket Ground.” 

Mr. John Haddon, advertising 
manager of County Perfumery 
Co. Ltd. told ADVERTISER'S 
Weexty: “It is obvious that rt 
is Denis Compton who appears 
in our regular advertisements 
We would not dare to suggest 
that it was him by using a 
similar photograph of someone 


research by Mr. (¢ K. Show, 
managing director of Shaw S g1s 
and his colleagues Prominent 
in the research been Mr 
A. S. A. Newark, studio manager 
who is now responsible for most 
of the artwork which the firm 
1s turning out 

“We have solved the problem 
which always faced experi- 
menters in this field.” Mr 
Newark told ADVERTISER'S 
WEPKLY “We can produce a 
picture in fluorescent materials 
which has full colour value in 


has 


has 


else. But we don't anticipate any 
campaign to the general public 
saying “This is Denis Compton. 

The Company had discovere 
that the subtle approach had 
aroused far more interest than 
by blatantly saying that Denis 
Compton used Brylcreem This 
also applies to the use of other 
famous sportsmen, such as Dai 
Rees. 


COURTAULDS JOIN BETRO 


Courtaulds & Co. Ltd. have 
joined the British Export Trade 
Resea®ch Organisation. 


‘Make Pictures ‘Spring To Life’ 


daylight, artificial light and ultra- 
violet rays.” 

When energised by ultra-violet 
light. Electron displays give an 
extremely vivid, three dimensional 
effect with very well-marked 
perspectives. When the u/v 
lamp is switched on, the picture 
really springs to life. 

Many national! advertisers are 
interested in the possibilities of 
the Electron process. Several large 
displays (eg. 20 ft. x 10 ft 
posters) are in preparation, and 
will appear in London soon. 
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1.S.B.A. Conference Will 
Discuss Branded Goods: 
Role Of The Agent 


ANTHONY EDEN PRINCIPAL SPEAKER 
FOR GOLDEN JUBILEE DINNER 


The future of branded goods 
will be one of the major topics 
for discussion at the Golden 
Jubilee Conference of the Incor- 
porated Society of British Adver- 
tisers, to be held on September 
26 and 27. Australia, Belgium, 
Denmark, France, Holland, 
Norway and Sweden are among 
the countries that will send 
delegates. 

Mr. Anthony Eden will, as 
already announced, be the princi- 
pal speaker at the Jubilee Dinner 
to be held at the Dorchester 
Hotel, on September 27, Sir 
Harold Bowden (Raleigh Indus- 
tries Ltd.), president, 15S.B.A., 
presiding. 

Subjects for discussion at the 
three main business sessions, 
which will be held in the Bal- 
moral Room, Connaught Rooms, 
will be as follows: 

September 26, afternoon, “The 
LS.B.A.’s Second Half-Century” 
(for advertiser delegates only), 
Mr. C. B. Wrey (imperial 
Tobacco Co.), chairman, LS.B.A., 


Kemsley Group 
Net Sales 


Kemsley Newspapers have an- 
nounced the audited average net 
sales of papers in the group for 
the half year January-June 1950. 
They include the following (the 
figures in brackets are those for 
the previous six months, July- 
December 1949): 

Daily Graphic 

Daily Dispatch 

Daily Record 

(Scotland) 

Evening Chronicle 270,052 (273,424) 


(Manchester) 
Evening Chronicle 272,242 (273,736) 
$35,021 (525.621) 


(Newcastle) 

Sunday Times 

Sunday Graphic 1,168,915 (1.206.571) 

Sunday Chronicle 1,118,348 (1,155,337) 

Sunday Empire 

News 2,085,107 (2,144,357) 
215,068 


777,313 (785,881) 
481,090 (493,525) 
383.886 (389.633) 


Sunday Sun Q17,128) 
(Newcastle) 

Sunday Mail 641,587 (642,366) 
(Scotland) 


Hess yr Wimbush 
Are Fellows Of 


P.R. Institute 
Mr. Alan Hess (P.R.O. Austin 
Motor Co.), vice-president, Insti- 
tute of Public Relations, and Mr. 
Roger Wimbush (Information 
Officer, British Rayon Federa- 
tion), chairman of the council, 
were elected Fellows of the Insti- 
tute at the council meeting last 
Thursday, in recognition of their 
outstanding services to the Insti- 

tute from its earliest days 
The council are supporting the 
nomination of Mr. Hess, as presi- 
dent, and Mr. Wimbush as vice- 
president, for the year 1950/51. 


presiding. This will be followed 
by a reception by the B.B.C.; a 
display of adverusing films (or- 
ganised by the Screen Advertis- 
ing Group of the Association of 
Specialised Film Producers Ltd.), 
and, in the evening, a visit to the 
Daily Mail. 

September 27, morning, “The 
Future of Branded Goods,” 
Lt.-Col. Sir Cyril V. Jones (Foster 
Clark Ltd.) presiding; afternoon, 
“The Advertiser and the Adver- 
tising Agent,” Mr. P. G. EB. 
Warburton (Richard MHudnut 
Ltd.) presiding. 


Why Some Olympia 
Rates Are Up 


There has been no increase in 
the general cost of hiring any of 
the Olympia halis for exhibitions, 
despite the fact that stand holders 
alt certain forthcoming exhibitions 
at Olympia may have to meet 
increased rental charges. 

The position was explained by 
a spokesman of Olympia Ltd. as 
follows: 

“About 24 to 3 years ago we 
were compelled to raise the cost 
of hiring our halls. Some exhi- 
bition organisers, however, had 
long-term contracts, and the 
increase could not, of course, 
apply to them. Now, some of 
those contracts are expiring and 
are being renewed at the in- 
creased rate. Whether, and to 
what extent, the organisers pass 
on the increase is a matter 
between themselves and the 
exhibitors.” 


Cornwall Publicity 
Scheme Urged 


A plea that Cornwall County 
Council should assume the 
responsibility of organising a 
county publicity scheme was 
made by a number of speakers at 
a meeting of the Cornwall Feder- 
ation of Chambers of Commerce 
at Truro 

£2 million worth of trade could 
be brought in by the expenditure 
of £2,500 on publicity, it was 
claimed. The County Council 
could spend up to a 6d. rate on 
publicity. but the Federation, 
whose members were probably 
among the biggest ratepayers in 
the county, were asking only for 
the equivalent of a third of a 
penny. 

A deputation was appointed to 
meet the County Council's 
General Purposes Committee, 
who, it was alleged, were trying 
to throw the burden of the pub- 
licity scheme on to the Federa- 
tion. 


“Your Skills, Our 
Know How,” Say 
U.S. Business Men 


An open letter addressed to 
the business men of the free 
world, from a group of Ameri- 
cans who have established two 
organisations, Permanent Exhibi- 
tions for International Trade 
Inc., and U.S. Marketing Council, 
Inc., says: “Our market could 
absorb 1 to 2 billion dollars’ 
worth of your products annually. 
But if we are to benefit from 
your productive capacity, some 
new commercial patterns must be 
established. 

“What is needed to stimulate 
Amencan purchases of your pro- 
ducts is the combination of your 
7g ~ skills and our ‘know 
ow’. Trade missions and quick 
studies of our methods and needs 
cannot master our market, any 
more than we could acquire your 
skills overaigm 


Ata tensheon meeting of the 
Display Producers and Screen 
Printers’ Association at the Café 
Royal, London, on September 
12, it is hoped that a Festival of 
Britain representative will speak. 


A Vernon Keith & Co. have 
been appointed sole advertising 
and sales representatives for The 
Courtier, in Calcutta. 


a 


At the fashion show arranged by 


a ry 


ADVERTISER'S WEEKLY 


Costs Up For 
Direct Mail Sent 
Overseas 


Newspapers, magazines an 
periodicals will be exempted from 
increases in Overseas postal rates, 
effective from October 1, but 
direct mai! costs will be increased. 

The Post Office announced this 
week the following new rates: 

Printed papers (other than 
newspapers, periodicals, books, 
pamphlets, maps and sheets of 
music) for all countries: 

First two ounces—14d. 
Each additional two ounces 
4d 

Commercial 
countries : 

First 12 ounces-—4d. 
Each additional two ounces 

—4d. 

The present printed paper rate 
is Id. for the first two ounces 
and id. for each additional two 
ounces, 

A direct mail consultant told 
ADVERTISER'S WEEKLY thal costs 
for overseas direct mailing would 
rise considerably. He is sending 
250,000 pieces to five overseas 
countries in September; to repeat 
the shot after October 1 would 
increase postage costs by 50 per 
cent, and overall costs by 10 per 
cent. 


papers for all 


“British Vogue Export Book.” Left 


to right; Miss Sybil Mawdesley, advertisement manager; Miss Joyce 

Marsh, Lady Pamela Mounihatiten, Dame Caroline Haslett, Lady 

Cripps, Lady Louis Mounthatten, Miss Sally Butler, Lady Rothermere, 
H. W. Yoxall, managing director Condé Nast Publications Lid. 


“VOGUE” HAUTE COUTURE TRIUMPH 


Some fifty exquisite examples 
of town and country wear, and 
cocktail hour, dinner, and even- 
ing dresses from Britain's 
leading fashion designers were 
shown to delegates to the Con- 
gress of the International Federa- 
tion of Business and Professional 
Women, and to wives of foreign 
ambassadors and representatives 
at a brilliantly successful recep- 
tion organised by British Vogue 
Export Book and held at the 
Hyde Park Hotel on Monday. 

Such famous names in haute 
couture as Hartnell, Victor 
Stiebel, Mattli, Creed, Digby 
Morton, Hardy Amies, Michael 
Sherard, Worth, and Peter Russell 

members of the Incorporated 
Society of London Fashion De- 


signers—paraded their finest 
creations for the admiring gaze 
of more than two hundred 
women, who included Lady 
Cripps, Lady Louis Mountbatten, 
Lady Rothermere (the Society's 
president), Dame Caroline Has- 
lett (incoming president, Inter- 
national Federation of Business 
and Professional Women), and 
visitors from Canada, the United 
States, France, Norway, Sweden, 
Finland, Austria, Switzerland, 
South Africa, Cuba, and other 
countries. 

Mr. H. W. Yoxall, managing 
director, Condé Nast Publications 
Litd., and Miss Sybil Mawdesley, 
advertisement manager and Miss 
Rosemary Cooper, editor, British 
Vogue Export Book, were among 
the Vogue personnel present. 
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ADVERTISER'S WEEKLY 


Posters, Direct Mail Dropped For This 
Year’s Leather Weeks Campaigns 


LESSONS LEARNED IN 1949 WILL HELP 


Advertising and publicity for 
this year’s serics of British 
Leather Weeks, organised in 
Canada by the Leather, Foot- 
wear and Allied Industries Ex- 
port Corporation with the co- 
operation of McLaren Advertis- 
ing, of Toronto, takes advantage 
of lessons learned in last year's 
series, which was the first of its 
kind, The Weeks begin on 
August 14, in Vancouver and 
Victoria, and are to be held con- 
tinuously until mid-October, in 
Winnipeg, Toronto, London 
(Ontario), Hamilton, Ottawa, 
Quebec, Edmonton, Calgary and 
Montreal. This itinerary includes 
four cities in which Weeks were 
not held last year. 

Support for the Weeks has in- 
creased among Canadian  fe- 
tailers, and this year there are 
more than 200 co-operating. 

The advertising appropriation 
is the same as last year, realising 
approximately $15,000, which, 
because of devaluation, is less 
than was then available for 
Canadian spending. Spending 's 
carefully planned to eliminate 
waste. Direct mail and posters 
are not being used. 

There was a disappointing 
response to direct mail last year. 
This year Canadian stores are 
doing their own direct mail adver- 
tising, sending out a _ better 
brochure, supplied by the Cor- 
poration. 

Poster advertising has been 
found unsuitable, because poster 
interests in Canada prefer sites 
to be occupied for three to six 
months, which is too long for the 
purpose. Window cards, which 
this year are being printed in 
Britain to save dollars, are in 
white with red borders. Com 
plaints were made that last year’s 
green and brown cards were not 
striking enough. The symbol of 
the acorn and oak leaf is retained. 

The allocation for this year 
(approximate figures) is; news- 
papers, $10,000, magazines, $600, 
radio, $2,700; films, $1,700 

The plan, to be operated in 
each city, is for one large-space 
advertisement and two or three 
smaller ones in each daily news 
paper in each centre during the 
Week, coinciding with spot an 
nolncements on local radio ser 


“EAGLE” TO COST 44. 

Hulton Press announce that the 
price of their children’s paper. 
Eagle, will be raised from 4d. to 
4d, as from the issue of August 
11 and the size will be in- 
creased to 20 pages. The page 
size of their shilling monthly, 
Housewife will be 114 in. x 82 in 
as from December issue, out tn 
November; revised rates will be 
announced shortly. 
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One of the advertisements which 

will appear in Canadian news- 

papers from mid-August to mid- 
October, 


vices, and films at local cinemas. 
Dealers usually take supporting 
advertising. 

The Corporation, representing 
1,600 member firms, is not able 
to nominate any brand of leather 
product in its advertisements, so 
the copy and illustrations are 
simple, and draw attention to the 
craftsmanship, quality of leather, 
and traditional appeal. But co- 
operative advertisements placed 
by dealers usually mention brand 
names or state that goods are 
British made. 

The popularity of the Leather 
Weeks among Canadian dealers 
is shown by the fact that official 
protests were made when, earlier 
in the year, it appeared that 
Ottawa and Quebec would be 
omitted from the programme 
Retailing interests in both cities 
made special application through 
the Corporation's Canadian office 
to be considered for the staging 
of the campaign. 

Similar sales promotion efforts 
are being considered for 
Rhodesia, Australia and America 


140 In Indian 
A.B.C. 


Details just received from India 
show dhat the total membership 
of the Indian Audit Bureau of 
Circulation at July 1, 1950, was 
140. Of this number, 61 relate 
to daily newspapers, 35 to week 
lies, 15 to magazines, 17 to adver- 
tisers and 12 to advertising agents 

No fewer than 13 languages are 
represented in the newspaper and 
periodical membership, English 
being in the majority with 43. 
The others § are Hindi 12, 
Marathi 11, Tamil 9, Urdu 8, 
Gujarati 7, Bangali §, Sinhalese 
S, Telegu 3, Punjabi 2, Sindhi 2, 


Malayalam 2, and Kannada 2. 


ELIMINATE WASTE 


Within the Leather Footwear 
and Allied Industries Export 
Corporation, a smaller group re- 
presenting seven luggage manu- 
facturers has been established, 
proposing to run a co-operative 
marketing scheme in America. 
Designated the English Luggage 
Corporation, it stages this week 
the first of a serics of sample 
shows to trade buyers in Houston, 
Texas. Other shows are to be held 
at Dallas, Denver, Los Angeles, 
San Francisco, Chicago (after the 
International Trade Fair), Boston 
and New York. Both Corpora- 
tions are exhibiting at the 
Chicago Fair 

The aim of the English Luggage 
Corporation is to test the mar- 
ket, and see if there is a demand 
for British luggage. Depending 
on the result, co-operative sales 
promotion and advertising in the 
United States may follow. 
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Display Producers 
Extend In North 


The North Western branch of 
the Display Producers and Screen 
Printers Association has extended 
its area to cover the whole of the 
North of England, and will now 
be known as the Northern 
branch. Honorary secretary 
since formation, Mr. E. G. Speed, 
has resigned owing to pressure of 
work. Miss B. Ramsden is the 
new acting branch setretary. 

The headquarters of the 
Northern branch have been 
moved to Bazaar Street, Pendle- 
ton, Manchester (Barretts Manu- 
facturers & Contractors Ltd.). 


Benn Bros. Dividend 

Consolidated net profit of Benn 
Brothers Ltd. for the year ended 
June 30 was £54,638 (£60,647 in 
1948 49), after providing 
£52,552 (£57,211) for taxation. 
Dividends for year paid and pro- 
posed were 6 per cent on Prefer- 
ence shares, £2,643 (same); 25 
per cent Ordinary shares, £19,694 
(£19,625); and 5s. per share on 
Deferred shares, £2,062 (same). 
Carried forward £75011 
(£75,076). 


Artist Hid Faces, Hands, Now 
Poster Goes Round World 


The production of two posters, 
one “prestige” the other “selling,” 
for distribution to their offices 
throughout the world, provided a 
problem successfully surmounted 
by Thos. Cook & Son's publicity 
department. 

The prestige poster bore the 
slogan “The Wise Traveller Has 
Friends Everywhere.” The other, 
to publicise the company’s ship- 
ping and forwarding service, car- 
ried the message “Packed and 
Shipped by Cook's.” Both posters 
were designed by Mr. §. D. 
Blake. 

The prestige drawing depicted 
a traveller arriving at an hotel, 
preceded by a doorman. In view 
of the poster's world-wide cover- 
age the figures had to be applic- 
able to any country. The artist 
solved this problem by hiding 
their faces and by covering their 
hands with gloves, so that cither 
man could be of any nationality 
or colour and the hotel situated 
anywhere The design of the 
second poster, a dock scene, was 
quite straightforward 

Captions provided the next 
difficulty. Stafford & Co, of Not- 
tingham, printed the first 5,000 
of each poster in litho, and a 
further 5,000 without their Eng- 
lish captions. The blank posters 
were then overprinted by silk- 
screen by Clark's of Ealing, with 
translated captions provided by 
Cook's offices throughout the 
wor'd. The overprinted captions 
in Luropean languages were fairly 
straightforward 

The difficult task was per- 
formed of reproducing the hand- 


written scripts of countries in the 
Middle East and elsewhere. 

The posters intended for India 
had to carry captions in fifteen 
native languages and dialects 
ranging from Tamil to Marathi. 
Cook's artists were warned that 
the slightest misplacement of a 
dot or stroke in one of these 
scripts might alter the meaning 
of a caption to such an extent 
that customers would be turned 
#Wway or even insulted. 


This poster achieves anonymity 

in any part of the world by the 

gloved hand and the masked 

face. The caption reads: “The 

wise traveller has friends every- 
where.” 
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House Of Commons 


Value Of Consumer Centre 
Ratings Scouted 


“WOULD NOT PREVENT FALSE IMPRESSIONS 
FROM ADVERTISEMENTS” 


A suggestion that product 
rating reports issued from con- 
sumer advice centres could “stop 
people getting a false impression 
from advertisements” was refuted 
in the House of Commons last 
week by the Parliamentary Secre- 
tary to the Board of Trade. 

Calling for the setting up of 
centres, Miss E. Burton (Labour, 
Coventry South) said that under 
the present law, findings could be 
published mentioning branded 
goods by name, but if the Press 
tried to make spectacular stories 
out of such reports they might 
be liable to proceedings. Some 
magazines already refused to ac- 
cept advertisements unless the 
goods advertised reached certain 
standards. 

Miss Burton added: “I would 
like to see branded goods men- 
tioned by name and compared. 
I would even like to see patent 
medicines included so that ad- 
vertising is cut and, therefore, the 
cost to the consumer.” 

The Parliamentary Secretary 
said American methods were 
being studied but something at- 
tuned to our own needs must be 
created. 

The idea that rating reports 
could by themselves stop people 
getting a false impression from 
advertisements must be carefully 
examined. Miss Burton had taken 
aspirin as an example Some 
makes with fancy names were 
widely advertised and cost a lot. 
The same thing could often be 
had, far cheaper but just as good, 
in a less well advertised make. 

The suggestion was that con- 
sumer reports could stop this 
waste of money. But unless as 
much money was spent telling 
people to buy an alternative 
make, people would go on using 
the most heavily advertised pro- 
duct. It would be nice to stop 
this sort of thing, but they had 
to be realistic 

The Government were very 
keen on the idea of consumer 
advice centres, but there were 


1.C.C. Issues Code 
Of Standards 


The International Chamber of 
Commerce has issued, in brochure 
form, its Code of Standards of 
Advertising Practice. First pub- 
lished in 1937, this Code was 
revised in 1948, the new version 
being approved by the Congress 
at Quebec last year. It consti- 
tutes a statement of the minimum 
standard of ethics to be observed 
in advertising practice. Text of 
the brochure is in English and 
French. 


difficult problems to solve before 
legislation was introduced 

Mr. W. S. Shepherd (Conserva- 
tive, Cheadle): “This proposal is 
utter nonsense.” The answer was 
not to set up another committee 
but to see that there was plenty 
of competition, which was the 
only safeguard for the consumer. 
Standards could be preserved 
through the machinery already in 
existence. 


Is the advertising agency the 
best place for the typographer? 
was one of a series of provoca- 
tive questions discussed by the 
British Typographers Guild at 
a meeting at Livingstone Hall 
last week. 

Other questions were: Which 
comes first, chicken or egg, copy 
or layout? Does the print buyer 
know what he wants?; and Can 
it be said that typography is full 
of idiosyncracies that really do 
not matter? 

Mr. Caspar Mitchell, advertis- 
ing manager, Intertype Ltd., pre- 
sided, and questions were 
answered by Messrs. Owen H. 
Waller. editor, Chemist and 
Drugeist, R. M. Baddeley, adver- 
tising manager, Vitamins Ltd.. 
George W. Hynes, Hunt, Barnard 
& Co. Ltd, W. S. Wilkinson, 
Spottiswoode, Ballantyne & Co., 
and A. E. Bunyan, Shell Petro- 
leum Co. Ltd. General discus- 
sion followed. The concensus 
of opinion was that the agency 
is a good training ground, but 
not always a good place to stay 
too long. 

Mr. Bunyan said he had three 
happy years with an agency 
where he was taught a lot about 
technicalities. He did not, how- 
ever, get the chance to be crea- 
tive. This was the province of 
the art director, the creative 
director, or the copywriter. All 
the typographer did was to see 
that the type went into the space 
allotted 

Mr. Baddeley said the typo- 
grapher never works in an agency 
The typographer’s real work was 
done not by him but by other 
people, except in the rare cases 
when he worked with the art 
director. 

Another speaker said agency 
life was “pretty ruthless.” If the 
agency lost an account or two, 
the first casualty was the typo- 
grapher. 

Other speakers said that some 
agencies would not know what 
to do without a typographer; that 
people in some agencies think a 
pica is an 18th century weapon; 


The interior of one of the London Transport buses, now on a Euro- 


pean tour, advertising the Festival of Britain, 195i. 


This interior was 


designed by Arthur C. Braven, and features the arts festival. 


IS AGENCY THE BEST PLACE FOR 


that agencies are “a parasitical 
growth on the print industry” and 
that the best thing for the young 
typographer who wants experi- 
ence to do is to suck the agency 
orange dry, then go to a printer 
or a manufacturer. 

Opening the discussion on 
whether copy or layout should 
come first, Mr. Baddeley said the 
copywriter’s work docs not 
usually lock anything like the 
visual when it reaches the proof 
stage. He pleaded for more co- 
operation between copywriter 
and layout man. 

Another speaker suggested that 
the print buyer knows what he 
wants but does not know how to 


A TYPOGRAPHER? 


get it. Usually he had greatness 
thrust upon him during the war, 
when men who knew very little 
about print were nursed in their 
jobs by printing houses. 


“Power Laundry” 
Gives Net Sales 


Power Laundry, Dyeing & 
Cleaning News (Associated IMliffe 
Press) claims to be the first 
laundry and dry-cleaning trade 
journal in this country to pub- 
lish its net circulation figures, 
which are certified, for the three 
months ended June 3), as 4,960 
copies per issue. 


“Tilogical To Ban Prescription Of 
Advertised Medicines” 


“Virtually to ban the prescrib- 
ing of a proprietary medicine be- 
cause, and only because, it is 
publicly advertised is to establish 
a most unfair, illogical and arbi- 


trary criterion. Why should the 
advertising of a proprietary pro- 
duct make it any the less effica- 
cious?” 

This comment is made by the 
Proprietary Association of Great 
Britain in a statement on the re- 
commendations of the Cohen 
Committee, as set out in the 
second interim report, which “in 
effect call upon practitioners to 
discontinue the prescribing of 
branded preparations.” 

The Proprietary Association 
continues : 

“The recommendations affect 
to a greater or less degree all 
preparations sold under a brand 
name or proprietary designation 

“The reason why any manu- 
facturer brands his product is be- 
cause, in many cases, he was the 
originator of the product and to 
uphold the reputation which his 
brand has acquired, he is insistent 
upon maintaining the highest 
possible quality, often higher 
than the official (standard) speci- 
fications. The branding of a 


medicine, as with any class of 
goods in other industries, guaran- 
tees the character and quality, and 
conversely unbranded products 
may include all of the lowest 
qualities. To dissuade a doctor 
from prescribing branded pro- 
ducts of high quality in favour of 
preparations with the qualities of 
which he may be unfamiliar is 
therefore retrograde 

“The main research and devel- 
opment of new and vital sub- 
stances has been made by manu- 
facturers of branded preparations. 

“This development has, in the 
past, only been possible because 
manufacturers have been able to 
contemplate recouping their 
initial research and develonment 
expenditure by a substantial turn- 
over under a branded name 

“A very important factor which 
seems to have been lost sight of 
is the likely repercussion of thése 
recommendations on the vital 
export trade which has been built 
up on the basis of acceptance of 
products in this country. The 
adoption of the proposals made 
by the Cohen Committee will 
seriously affect the export poten- 
tial of every proprietary prepara- 
tion.” 


ie, 
by 
one 183 ADVERTISER'S WEEKLY 
me ’ 
- ee —" “iS 
_ : PER 5. la rt 
et ape: 2 ire fee - 
; Resa” aeitrenttint, ve 
a c : ‘ 
, RY ee 7 
- : . 
<p - ry, ’ 
ee i cle 
3 " 
: > os, hi — 
- 4 
wy , j 1 
hg wf , a , s 
rl, ia 
. : e 
‘ in * 
wig a 
a = 
' a 
vi ‘atl 
a i 7 
im 
al 4 < ; . 
: - Po 
( 
r i , 
, 
a = 
? ZZ 
oa 
ie 
4 4 
oS, x 
rr A A 
a J 
_ 
6 
y ‘u . 
7 
xe ao 
> Se i. 
ait 
Pe 
® 
bx 
a ¢ 
a ‘ 
4 - i 
, 
ae. ‘i era ee \ am 


ADVERTISER'S WEEKLY 
CLUB NEWS 


Coope Is President 
Of Thirty Club 


At the recent annual meeting 
of the Thirty Club of London, 
the officers elected were: presi- 
dent, John Coope; vice- 
president, L. W. Needham; hon. 
secretary, Andrew Milne; hon. 
treasurer, Herbert Tingay; com- 
mittee, George Simon, Alfred 
Pemberton, Stanley Bell, Gordon 
Boggon, George Royds, Norman 
Moore, Arthur Fuller, E. M. L 
Buxton and E, J. Robertson. 


Manchester 


Juniors Visit Council 
Chamber 


Junior Section of Manchester 
Publicity Association held their 
last meeting of the season on 
Wednesday last, when members 
attended a meeting of the Man- 
chester City Council. 

Regent Advertising Club will 
launch its autumn season with a 
river outing and dance on the 
Showboat on September 1}. 


Liver 


W. H. Wilde Elected 


J 
Chairman 

Mr. W. H. Wilde, director and 
general manager, Lee & Night- 
ingale (Advertising) Ltd. was 
elected chairman of Liverpool and 
District Publicity Association at 
the annual meeting last week, in 
succession to Mr. Edward Stuart, 
central publicity manager, 
Lewis's Ltd. Mr. Cecil H. Bullen, 
vice-president, was elected vice 
chairman 

Mr. T. Sherman (Journal of 
Commerce) has been appointed 
secretary in succession to Mr. 
J. S. Brown; Mr. L. A. Lomax 
remains treasurer. 

Five vacancies to the council 
were filled by E. Anders, E. 
Capleton, C. D. Lamb, S. Row- 
lands and W. R. Town 

The retiring chairman said the 
Association had sent £15 to the 
National Advertising Benevolent 
Society during the past year. 


Fdward Stuart, retiring chairman 


Liverpool Publicity Association 
hands the hadee of office to his 
successor, William H. Wilde, at 


the annual meeting 
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John Clarke, who 
pointed Sunday Pictorial adver- 
usement manager on March |! 
and who since has also been act- 
ing as publicity manager of the 
Daily Mirror and Sunday Pic- 
torial, will now devote all his 
time to the Sunday Pictorial ad- 
vertisement side. He was for 
merly head of the creative side of 
the Ford Motor Co. advertising 
department. 

* 


was ap- 


* * 

C. B. de Launay, who has re- 
turned from Australia where he 
helped to organise the commer- 
cial departments of the 
Melbourne Argus, will resume his 
position as publicity manager of 
the Daily Mirror and Sunday 
Pictorial 

* o * 

A. Fraser White has been ap- 
pointed sales manager to the Paul 
E. Derrick Advertising Agency 
Ltd. He was previously an account 
executive with C. P. Wakefield 
Ltd. 

* * * 

George Newnes Ltd. have ap- 
pointed James Brough as their 
representative in New York. Mr 
Brough has lately been New 
York assistant to Don Iddon of 
the Daily Mail, and has already 
begun activities on behalf of the 
whole of Newnes and Pearson's 
group. 

* * * 

Alex Morley-Smith has left the 
Roger Smithells Editorial Service 
to establish his own public rela- 
tions service in conjunction with 
Hart, Lidbury & Associates. He 
will also collaborate with the 
Stuart Advertising Agency, help- 
ing in the development of the 
department which advises clients 
on Press and editorial publicity 

* * * 


Stanley Naish, account exe- 
cutive with Godbolds Ltd. for 
four years, is joining Central 
Rediffusion Services Ltd., as ad- 
vertising manager 

* * * 

Jack Maurice, who has re- 
signed his active directorship in 
British and Internationa! Address- 
ing Ltd, to resume personal prac- 
tice as a market research and 
direct mail consultant, remains on 
the Board of the Company 


Left, 


Cliffi wd 
Humphreys 


Right, 
John Clarke 


Lord Beaverbrook announced 
at Sunday Express staff dinner on 
Monday that Hugh Cudlipp, 
formerly editor of the Sunday 
Pictorial and for some months 
personal assistant to John 
Gordon, has been appointed 
managing editor of the Sunday 
Express. John Gordon remains 
editor-in-chief 

* * * 

John Carpenter has relin- 
guished his post as London re- 
presentative for Thomas Forman 
& Sons, Nottingham printers, to 
join the partnership of John 
Dixon and E. Howard Symmons, 
of Studio Graphis, who have just 
equipped a studio to specialise in 
colour photography at 18, Den- 
man Street, W.1 


* * * 

Derek Danvers has been ap- 
pointed assistant advertisement 
manager of \DVERTISER'S 
Weexty. Previously associated 
with the National Trade Press 
Ltd. in Manchester and London, 
Mr. Danvers was earlier with the 
Sunday Referee and Middlesex 
Advertiser group 
OBITUARY 
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Hugh Cudlipp Now 
anaging Editor 


“Sunday Express” 


C. B. de Launay 
Returns to London 


K. W. Stevenson Joins 


Symington & Co. 


Clifford Humphreys 
Opens Gee Advertising 
Manchester Office 


K. W. Stevenson, formerly 
brand manager with Thomas 
Hedley & Co. Ltd., has become 
marketing manager for W. 
Symington & Co. Ltd., soup and 
gravy manufacturers, 

* * * 

Clifford Humphreys has joined 
Gee Advertising Ltd., as manager 
of their Manchester office, which 
opened last Saturday at 47 Mar- 
ket Street, Manchester 1. Mr. 
Humphreys will also act as 
account executive for the com- 
pany'’s accounts in the North- 
West. 

* * * 

Kenneth Haywood, general 
manager of A. Rycroft & Co. 
Ltd., printers, has been appointed 
director of sales in addition. 
Walter Foxwell, who has been 
with the company for 25 years, 
has been appointed works man- 
ager. 

* * * 

Ben Goulson, 68-year-old chief 
engineer with the Sheffield Tele- 
graph and Star Ltd., is retiring 
after more than 50 years with 
the firm. 

* * * 

Ernest D. Weiss, who joined 
Diana Studio Ltd. as general 
manager shortly after its founda- 
tion in 1947, has severed his con- 
nection with that firm. 


ERNEST JOSEPH LEVI 


Mr. Ernest Joseph Levi, Lon- 
don manager of Southern News- 
papers Ltd., until he retired in 
1943, died in Caterham Hospital 
on Saturday just following his 
77th birthday 


“Joe” Levi (who ‘was the 
father of Mr. Ree Levi, adver- 
tisement manager of Hulton's 


Housewife and Eagle) spent fifty 
years in Fleet Strect. much of the 
time as a sporting journalist. It 
was shortly after the first world 
war that he joined Southern 
Newspapers 

In that war he was a signaller 
under fire within a few days of 
the declaration, and was men- 
tioned in dispatches. In the early 
part of the last war he was 
attached to A.T.C. 285th (Couls- 
don and Purley) Squadron as a 
signals instructor 


Mr. Levi had a lifelong in- 
terest in sport. He played cricket 
for Essex Club and Ground and 


football for Queens Park Rangers 
Taking up walking racing at the 
age of thirty, he gained more 
than a hundred awards (his best 
London-Brighton time being 
9 hrs. 3 mins.). With the Middle- 
sex Wanderers he visited fhost 
European countries Until the 
time of his death he was hon. 
Press steward of the Arsenal F.C., 
and was one of the twelve 
original members of the H.C 
Club founded to commemorate 
Herbert Chapman, famous 
Arsenal manager. Latterly he 
belonged to the Old Coulsdon 
Bowling Club and played in this 
year’s Agents v. Press match at 
the North London Bowling Club. 

His other lifelong interest was 
gardening 

Mr. Levi lived at Purley. He 
leaves a widow, his son, and a 
daughter 

The funeral was at Golders 
Green Crematorium yesterday 
(Wednesday). 
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MONTHLY 


WOMAN’S JOURNAL 
WOMAN AND HOME 
WOMAN AND BEAUTY 
Weldons LADIES’ JOURNAL 
MY HOME 

WIFE AND HOME 

HOME FASHIONS 

BESTWAY FASHIONS 
MOTHER AND HOMI 

GOOD TASTE 

ARGOSY e@ QUIVER 

WORLD DIGEST 

Weldons HOME DRESSMAKING 
Weldons PRACTICAL 
NEEDLEWORK 


WEEKLY 


WOMAN’S WEEKLY 
WOMAN’S ILLUSTRATED 
HOME CHAT 

WOMAN’S PICTORIAL 
WOMAN’S COMPANION 
WOMAN’S WORLD 
HOME COMPANION 
ANSWERS 

SUNDAY COMPANION 
PICTURE SHOW 
CHILDREN’S NEWSPAPER 
POPULAR GARDENING 
MIRACLE @ ORACLE 


ALSO 


Weldons 
CATALOGUE OF FASHIONS 
NEEDLEWORK ILLUSTRATED 


PUBLICATIONS 


9) ’ i | 
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CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, 
THE AMALGAMATED PRESS LTD., LONDON, E.CA 
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I.S.B.A. Jubilee 


HE golden jubilee of the Incorporated Society of British 

I Advertisers, to be celebrated next month in London by a 

two-day conference, promises to be the outstanding event 
of a year in which it will provide the only opportunity for dis- 
cussion of basic advertising problems by a representative national 
gathering. 

The conference programme published this week is both attrac- 
tive and impressive. The Society has been fortunate in persuading 
Mr. Anthony Eden to grace the conference dinner as guest of 
honour, and the subjects for the business sessions are well chosen. 

Nothing could be more important to advertising than the future 
of branded goods, to be discussed at the first open session. As 
was evideneed by the recent debate in Parliament on the report 
of the Resale Price Maintenance Committee, the whole system 
of selling and advertising of branded products is suspect in certain 
political quarters, and it is well that advertisers should be made 
aware of criticisms they must be prepared to answer and threats 
they must be prepared to meet. At the same time, the advent of 
the self-service store opens up a mw prospect for mass sales of 
branded goods of which full advantage can only be taken if adver- 
tising and packaging are used to maximum effect. 

A stimulating discussion can also be expected at the session on 
“The Advertiser and the Advertising Agent.” One looks forward 
to this all the more keenly in the knowledge that, in the L.S.B.A. 
view (which,is, of course, hotly disputed), the latter should be 
regarded as agent of the former, not of the media owner, and that 
the system of agency remuneration should be adjusted accordingly. 

No specific subject for discussion at the session open to adver- 
tiser delegates only is announced, but those attending are invited 
to suggest how the I.S.B.A. can best serve advertiser interests 
in future. It is a safe bet that something will be said about the cost 
of advertising, a matter on which many advertisers are deeply 
concerned. 

Altogether, it should be an exciting conference ! 


a . 
Keep On Prodding! 
RITISH newspapers, and Members of Parliament who have 
so eloquently espoused their cause, have won what may prove 
a bigger victory than :s apparent by the immediate results. 

A few ‘weeks ago, a further newsprint cut this year seemed 
inevitable, and there was no assurance that the six-page basis 
could be maintained throughout 1951. Now, though no actual 
decision has been reached, there is a good chance that the 
threatened reversion to tonnage rationing, on a reduced basis, 
may be averted. The 1951 prospect has also been clarified by a 
tardy authorisation of dollars for a modest Canadian import 

This, it is true, is nothing like enough. It allows no reserve for 
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contingencies. It gives no promise of an early step-up to the eight- 
page basis that must be regarded as the absolute minimum to 
enable newspapers adequately to report and interpret the news 
and to meet the requirements of advertisers. British newspapers 
are likely to remain for some while the smallest in the free world. 


But something much more has been accomplished. The utter- 
ances of the President of the Board of Trade do at last indicate 
awareness that there is a problem, and that public opinion expects 
it to be solved. The Government has been shaken from its com- 
placency 


The newspapers, having held their ground in this battle, must 
keep on prodding until they win the campaign. They owe this 
as a duty, not to themselves alone, but to their advertisers, to their 
readers, and to the British public which is entitled to something 
better than they are now permitted to provide. 


To-morrow’s Topics 


THERE HAS been, we understand, 
some chuntering among news- 
paper advertisement managers 
following receipt of a letter from 

the four advertis- 


FOOD ing agencies plac- 
ing for the Ministry 
MINISTRY of Food. This 
AD. POLICY letter cancels all 
standing orders for 
space in favour of individual 


orders, to be given as and when 
required. The change of policy, 
it is explained, is made because 
the need to relate Ministry of 
Food advertising to the incidence 
of successive food problems 
makes it difficult to adhere to a 
rigid pattern of insertion. 

A el = —_ 
IMMEDIATE REACTION to this is 
that it doesn't make sense. With 
SiX-page papers, no agent expects 
to-day to buy space at short 

notice as and when 


NOT QUITE ine wants it. He has 

to plan and place 
WHAT IT his orders well 
SEEMS ahead. But investi- 


gation reveals that 
things are not quite what they 
seem. The Ministry is now using 
its reduced volume of advertising 
to tell the public when certain 
commodities are in good supply 
and to promote sales of foods 
that have been boughf in quan- 
tty from overseas. Recently, for 
example, brisling has been adver- 
tised in this way. Such advertis- 
ing obviously necessitates fre- 
quent, and often unforeseen, 
changes of insertion dates as well 
as of copy. In fact, the standing 
orders placed with newspapers 
had been subject to so many con- 
cellations and postponements 
that they had become meaning- 
less, so that the letter only 
rationalised a pre-existing situa- 
tion, The senders fully eageed 


that it would be welcomed by the 
recipients. 

—_— = = 
Possisitity OF something in the 
nature of an advertising and pub- 
licity campaign for private enter- 
prise is very much in the air just 


now. This being 
PRIVATE so, We read with 


ENTERPRISE added interest an 
article in Rydge’'s, 
PUBLICITY the Australian 
business magazine, 
by Clifford Buckley, deputy tea 


Commissioner for Australia, who 
at one time was engaged in ad- 
vertising in this country. Under 
the heading, “Your Business 
Needs Public Relations”, Mr. 
Buckley urges business men to 
study public relations on several 
grounds, one being that, properly 
used, it increases public confid- 
ence in private enterprise, and 
tends to counter agitation for 
nationalisation, or other anti- 
business legislation. He gives 
figures showing the strength of 
Socialist opinion in Australia, 
and remarks “Socialists tell their 
story, whilst newspapers report 
company dividends of 20 per 
cent or so, bonus share issues, in- 
creased prices and similar items, 
without explaining background 
causes or justifying reasons.” 
_— _— =_— 

THe BReEWweRY FIRM of Charring- 
ton & Co. plans to break into the 


U.S. market. Following encour- 
aging results of a survey to 

ascertain potential 
BREWERS — demand for their 
PI beers, it has been 
PLAN U.S. decided to go right 
CAMPAIGN ahead. No adver- 


tising agent, it ts 
understood, has yet been chosen 
to handle the U.S. campaign. 
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THE WOMAN who considers quality 

first and then the price; the woman 

who admires the gracious but who 
admires the practical, too, is the 

woman who reads and relies upon 

GOOD HOUSEKEEPING to guide her in her 
choice of what to buy .. . which you 


can sell and she may well seek . . . 


-+-and for such women, there’s 


extra confidence in the fact that all 


GKOOD HOUSEKEEPING 


advertisements are guaranteed 
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Building A Questionnaire 


The purpose of every piece of research is to increase knowledge. 
increase knowledge unless it asks the exact questions which will elicit the information 


market survey is no better 
than its questionnaire. 
If the data gathered 
whether it be from consumer 
inquiries, dealer inquiries or 
interviews with key personnel 
in a trade or industry—do not 
fully cover the problem under 
review, the survey had better not 
be made. And by “fully cover” 
I mean the lesser known aspects 
of the problem, not just the more 
obvious ones. We always hope 
to get positive information from 
research, But negative informa- 
tion can be almost as useful 
What we cannot .use is half 
truths or incomplete information 
The purpose of every piece of 
research, therefore, is to increase 
knowledge But it cannot 
increase knowledge unless it asks 
the exact questions which will 
elicit the information required. 
And all the time it is dealing with 
at least one, and usually two, 
variable human elements, the 
investigator and the informant 
Two opportunities exist in every 
interview for wrong information 
to be unwittingly obtained which 
would reduce the value of the 
survey. The questionnaire 1s 
therefore all important. It needs 
and must get—the highest 
attention in the whole survey. 


Researcher Must 
Have Whole **Works” 


Let us see what is involved in 
a questionnaire. Sample surveys 
are usually operated in several 
parts of the country by several 
investigators. The questionnaire 
must enable all of them to put 
identical questions and record 
answers in a common form for 
comparison, It must enable al! 
informants to understand the 
questions in the sense intended 
by the researcher. It must enable 
researchers to understand the 
answers in the sense intended by 
the informant. Before drafting 
therefore the researcher must 
have a very thorough knowledge 
of the background of the inquiry 
and its objectives. He looks to 
his client to give him, not just the 
gist of the problem, but the 
whole “works.” Sometimes-—to 
avoid possible prejudice—surveys 
are undertaken “cold.” the 


researcher starting completely 
from scratch with no background 
assistance This is wastefal, of 
time, money and confidence. A 
far better rule is—all the facts 
right from the start. And facts, 
not opinions, unless the latter are 
essential to the planning of the 
survey. 


Testing The 
Rough Draft 


What is the next stage? It is 
for the researcher to rough out a 
likely questionnaire and then to 
test it in a small way, not among 
his own office staff, but among 
complete strangers, to see whether 
the general approach is right, 
whether it attracts the right kind 
of attention from informants. 
One of the greatest lessons the 
researcher learns from his experi- 
ence is humility, a readiness to 
find the unexpected even where 
he seems most certain of his 
knowledge. So often it is found 
that what seems obvious in the 
office is a failure on the doorstep. 
For this reason some researchers 

when a particularly tricky 
problem is to be investigated 
will start by having specialist 
investigators go out with the 
general instruction: “Here is the 
problem— see what people think 
about it, how they talk about it, 
what interests them.” The inves- 
tigators then try one tack after 
another Replies are examined 
and an approach for a question- 
naire is decided upon. Only after 
that is it actually drafted. Some- 
times indeed it is necessary to 
repeat the test inquiries before 
a satisfactory questionnaire can 
be prepared. 

Of course not all problems are 
equally difficult. Some will be so 
familiar to the researcher that he 
can sit down and reel off a 
questionnaire without much 
trouble, but by and large it is 
not a five-minute job; it requires 
much skill and time. For don't 
forget this is all in the prelimin- 
ary stage of the inquiry. All this 
has to be done hefore the client 
receives for his consideration the 
questionnaire to be used in the 
survey Once he O.K.'s_ the 
questionnaire in principle. it is 
put out on a pilot test which re- 
produces the likely conditions of 
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required, The questionnaire is therefore all-important. 


the main survey as regards both 
informants and places, One of 
its main purposes is to iron out 
all the bugs in the draft ques- 
tionnaire, particularly as regards 
sequence of question, their word- 
ing (especially if any near-tech- 
nical phrases are to be used), 
their appropriateness (non-essen- 
tials always being ruthlessly re- 
moved) and their completeness in 
closing any possible gaps in the 
required information 

This same care and attention 
must be given (in varying degree 
of detail) to every inquiry, no 
matter how small or straightfor- 
ward. It is because this skill is 
applied to your questionnaires 
that you probably think how 
simple and straightforward they 
are. That indeed is a measure 
of the researcher's skill. A good 
questionnaire can be compared 
with many good inventions, 
which are so simple you could 
kick yourself for not having 
thought of them yourself. The 
point is, of course, that you did 
not. Nor by the same token is 
it so easy to write a good ques- 
tronnaire 

Finally | want to run through 
the main principles a researcher 
has in mind when he is drafting 
a questionnaire Briefly, the 
questions must be logical, pro- 
gressing step by step from a 
recognisable starting point, Some- 
times the opening questions may 
seem superfluous to the main 
issue, but information is value- 
less unless it can be viewed in its 
true perspective. Questions must 
avoid personal bias; they must 
be completely objective; they 
must bear no sign of precon- 
ceived notions. Informants must 
not be led. nor must they be mis- 
led. Each question should be 
specific. It should deal with one 
point and one alone. Generalisa- 
tions are fatal. Terms must be 


defined “Usually.” “Often,” 
“Supper.” “The grocer’s,” mean 
different things to different 
people Jargon or technical 
terms in common use by the 


trade may be meaningless to the 
housewife 

So far so good. Simple rules 
with a self-evident importance. 
But we now come to equally im- 
portant ones which seem more 
difficult to avoid. To a logically 


But it cannot 


minded executive they may seem 
simple enough. But informants 
are rarely simple, not always 
very logical, and if a mistake is 
possible they will make it. 
Among pitfalls I include ques- 
tions which overtax the inform- 
ant’s memory. If the time inter- 
val is too long, guesswork is 
inevitable People cannot re- 
member what they had for 
breakfast last week or how much 
was paid for an uninteresting, 
slow-use product bought three 
months ago. Nor can informants 
give third-party information. 
Some mothers can say what their 
daughters saw at the cinema last 
night. Others cannot. Such in- 
formation would therefore «be 
invalidated. But if the informant 
controls the action of the third 
party, e.g. a housewife buying 
toothpaste used by her husband, 
then factual information can be 
obtained. 


One False 
Step Is Fatal 


These briefly are some of the 
points which the researcher bears 
in mind in deciding what infor- 
mation shall be gathered. Upon 
his assessment of them, he will 
determine the length of the ques- 
tionnaire (and to-day he is not 
nearly so frightened of long 
questionnaires as he was before 
the war) and he will decide the 
form in which each question is 
put. Some will be the straight- 
forward yes, no, don’t know type 
Some will offer a wide variety 
of answers. Others will record 
the informant’s answer verbatim. 
But whatever is the final version, 
it will be the result of much 
thought based on an experience 
which can only be acquired, not 
assumed. And don’t forget, one 
false step in the questionnaire 
and you have virtually had it. 
The slightest doubt, query, regret 
that such-and-such was not 
covered, and the reliability of the 
whole survey may be put to 
question. Even the good parts 
of it may become suspect. 

The moral—start with good 
tools, apply good workmanship 
and good results will follow. And 
included among the tools are the 
basic facts presented by his client 
upon which the researcher builds 
his questionnaire. 


- z : ie 8s 
= tS Aucust 3, 1950 : 
+ q 

3 
4 
“ , al 
Y b- + 
te, 

z 
7 — 
es ate! 
” =i 
a 
a \a a 
: 4 
: “ta 
: a: 
: ae 
5 £ 
4 C 
i E nhs 
bs : Y 
_ 
_ 3 
4 } P, 
- t 
oa 
} x 
4. 
; z 
Pi os 
= tq 
bz: 
ames 

’. = 
an] , 

. “! od 
> ve 
a ; 

7 1 
4 F 
s 4 

5 ose 

a “6 

Ms Ss 3 Ph x H a ' - : , ime - 7 r >. : . 

; (SMEG. i Ge ea «twee Sai BE OS eR Oe ae. a 
a one, ae E d xe Smee eet: Se Seeaee ees OS Cae OS 


is Ty 


So 


=—_.* ~~’ 


he 


Avoust 3, 1950 


Getting from 
place... 


ADVERTISER'S WEEKLY 


ht NB” RECS eae, ae arg 


eee 


seseeseesee Into the City 


... to place 


he can’t dodge 
the impact of 


— Fa 


unified Transportation Advertising 


Whether he’s got to travel up to an important board 
meeting or just takes a journey for pleasure, a well- 
planned advertising campaign on the properties and 
vehicles of the British Transport Commission will be 
bound to catch his eye and make its impression. And 
advertisers can now be assured of proper co-ordination 


on whatever type of campaign they may plan. Unified 
Transportation Advertising may now be regarded as 
a medium in itself, justifiably warranting regular 
inclusion in national and local selling schemes, En- 
quiries for space controlled by the Commission should 
be addressed to: 


COMMERCIAL ADVERTISEMENT OFFICER 
BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION LONDON. W.C.2. TELEPHONE: TEMPLE BAR 1490 
SCOTTISH OFFICE: ) CASTLE TERRACE. EDINBURGH TELEPHONE: EDINBURGH 31621-2 
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HIS is not a saga of 

mighty achievements, but 

a simple record of a 
family dedicated to print, that 
has survived the test of time 
and has attained a position in 
the trade which enables it to 
appreciate the confidence which 
is shown to it by its customers, 
its competitors and its em- 
ployees.”” 

I have chosen this passage 
from Harrison: A Family Im- 
print because it seems to repre- 
sent the spirit of a business 
whose bicentenary is quietly re- 
corded by the publication of this 
book 

There 


was a Harrison, a 


- 


have been engrossed in the busi- 
ness of printing and not very 
interested in publicity for its own 
sake. 

This book is the personal story 
of a long line of crafismen, and 
One is not surprised to find in 
it a note that during the past 29 
years 32 gold watches (or their 
wartime equivalent) have been 
awarded for 50 years’ service. Or 
that a certain Mr. Charles 
Cleaver served the Company for 
63 years, working from 9.30 a.m. 
to 8.30 p.m. for six days a week, 
never took a single day's holiday, 
and shortly before his death re- 
turned to the Company the whole 
of his pension, which he had 
saved over the years, and which 


Two Centuries In 


licensed printer of the Bible, busy 
in London in 1537, but it was 
not until 1738 that any records 
of the business were kept. Since 
then the story is one of steady 
growth. Harrison & Sons Ltd 
may have used less publicity for 
their business than have most of 
their customers, but they have, to 
use commercial jargon, some very 
good accounts. Now and again 
they have broken into the news, 
as, for example, when they deve 
loped the photogravure process 


was used to found a Memorial 
Benevolent Trust. 

The seventh generation is now 
working in the business and the 
last two lines of the book record, 
with quiet satisfaction, that “The 
eighth generation is already 
assured, its members at the time 
of writing ranging from infancy 
on to public school age — 
Floreat domus.” 

. * 


ANOTHER PAMOUS printing house, 
Straker Brothers Ltd, also 


for printing stamps, but they 
ff sommes a 
a Sa h 
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Printing 


celebrates a notable 


anniver- 
sary by the publication of a book 


called “The House of Straker.” 
This business was founded in 
1800, and again the story js one 
of steady development. Indeed, 
placid development would be the 
word except that one senses in 
references to certain events that, 


PRINT REVIEW 
by 


Brian Hilton 


like all businesses, this one from 
time to time faced problems that 
kept its managing directors awake 
at nights. 

Strakers have printed a great 


many journals of one kind and 
another, and this kind of busi- 
ness makes for stability. The 


production curve 
fluctuate violently 


s less liable to 
but, as the 


book points out, Strakers, being 
a City of London house, were 
closely affected by the ups and 


downs of the Stock Exchange, 
which is never quite free of ex- 
citement 

At the end of this book is an 
excellent series of pictures of the 
works, starting off with a magni- 
ficent photograph of a composi- 
tor at the case 

One does not like to criticise at 
a birthday party, but one could 
wish the binding of this book 
had been more modern in con- 
ception and design. It is gold 
blocked on dark red cloth in a 
rather old-fashioned design 


* * * 

THE MANAGING piRecToR of 
Reproducers & Amplifiers Ltd 
has invited frank criticism of a 
booklet his Company produced 
in early summer. Its purpose was 
to acquaint possible overseas 
customers with their products 
and thew resources 

The piece consists of eight 
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No fault with Reproducers and 

Amplifiers booklet format and 

design except that the pictures are 
a little too “busy.” 


pages and cover, quarto, and is 
printed black and green. Its text 
I am not competent to criticise. 
With its format and design I find 
no fault except that the pictures 
are a little too busy.. On each 
spread they are arranged round 
the outside, framing the text. 
Some of the pictures are squared 
up, some bleed off. some are 
cut-out, The lack of a recog- 
nisable pattern makes the pages 
jumpy so that the eye wanders 
over them, not knowing where to 
come to rest. The ideal arrange- 
ment is for the various elements 
to be so arranged that the eye 
knows where to begin, where to 
travel and where to stop. The 
designer places emphasis where 
he wants it by various devices 
without destroying the basic de- 
sign 

The big circulation picture 
Papers are worth study in this re- 
spect. Their designers aim at a 
logical development of the story 
with devices here and there to 
re-stimulate interest. 


* > * 


THe CENTENARY of the Con- 
tinental Express is told in a 48- 
page book entitled Vitesse, by 
Aytoun Ellis, with a foreword 
by Admiral Sir Aubrey Smith. It 
is largely the story of interna- 
tional parcels mail services with 
which a number of governments 
were naturally concerned, but it 
is also the story of a number of 
strong personalities who directed 
the destinies of the business 


The appearance of the book 
would have been improved by 
leading the solid 12 pt. Times 
which is set to 32 ems, and 


possibly by the use of Baskerville 
or Garamond which would have 
weathered the soft featherweight 


antique stock without loss of 
character. 

. * * 
AN EXTREMELY high propor- 


tion of the brochures telling a 
company story in this country are 
produced only when a silver or 
golden jubilee is being celebrated 


(Continued on page 192) 
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The man w 


Stuart Hirst of Smart Hirst Lid., Leeds 


When a man has been in an exacting profession like advertising for 40 years and was a journalist before that, he might 
justly claim that it’s time to retire, but not Stuart Hirst. He goes on looking ahead just as he has always looked ahead. 
Maybe it’s his faculty of vision which keeps him so young in ideas and spirit. 

Mr. Hirst believed in the Daily Mirror from the beginning and was one of its earliest advertisers. Often in those early 


days his conviction of its “safe return value” aroused opposition but his vision did not let him down. He foresaw the sco 
) PI 


for a picture Daily. Now that the Daily Mirror has risen to the position it holds today, he still buys space in it 
whenever possible. It is foresight and judgement that have put Stuart Hirst where he is, and sound judgement, he says, is 
far more important than mere learning. The Daily Mirror has the largest daily net sale in the world, it has the 
lowest inch per thousand space rate of any national daily and it reaches millions of people whose purchasing power 


has increased the most. Is that why the Daily Mirror appears on so many Stuart Hirst schedules? That seems obvious, 


now. But Stuart Hirst foresaw it all from the beginning. 


Daily Mirror 


HIGHEST DAILY SALE 
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The © ountry New spaper 


The Field covers 


the country 


Advertisements with “ country” 
“The Field.” They go before a 
audience, because every reader of “‘ The Ficld”’ 
is deeply interested in the rural affairs and 
pursuits covered by this country newspaper. 
It is a wide and growing readership, too; 
** The Field” goes to all parts of the country and its circulation 
has increased by 100% since the war. 
most profitable place in which to deliver your message. 


7 THE FIELD © 


appeal thrive in 


The Field” is the 


ADVERTISEMENT MANAGER: A. NELSON ALLEN, 


6 Stratton Street, London, W.! Telephone : Grosvenor 3592 


MEMBER OF THE A.B.C. 


+ 


very receptive 


‘ 104 HIGH ST., CROYDON 


‘ 
for Greater London &Surrey Campaigns” 


Crovdon 


Times 


SERIES 


Tel. Croydon 3434 


FOUNDED 


the most authoritotive teatile jeurnel 


EMMOTT & CO L 
tS NDON OFFICE: 21 


WW — 


COVERS THE WHOLE FIELD OF TEXTILE MANUFACTURE 


STREET WEST MANCHESTER 3 
BEOFORDO STREET W.C.2 


LTD. 3) KING 


in the world 


| 


Whether that is due to modesty, 
a sense of proportion or just 

lain lack of imagination must 

a matter of opinion. From the 
Dominions, however, there is a 
steady flow of booklets with no 
obvious peg, but for the sufficient 
reason that a board of directors 
thinks the story of the business 
should be told. Perhaps not 
many of them have yet reached 
jubilee years. Such a book has 
just been sent to me by Aldwych 
Advertising, of Australia, suc- 
cessors to Goldberg Advertising. 
They produced it for Tip Top 
paints, a business founded only 
in 1940 by Paul A. Morawetz, a 
native of Czechoslovakia, and 
Mr. Fred Vogel, who had worked 
with him at the Bata Shoe Cor- 
poration in Czechoslovakia. 

How these two men established 
a flourishing business in spite of 
a cold reception from the trade, 
and in spite of having no raw 
material quota basis and having 
to subsist on a grant of materials, 
is a story which recalls the 
old days when British business 
men were merchant adventurers 
The 24 quarto pages are printed 
in black, pale green and claret, 
with an extra working in yellow 
on the front cover 

* * * 

Suett-Mex & B.P. Ltd, have 
produced an intelligently illus- 
trated booklet entitled Points the 
Judge Looks For, which enumer- 
ates the points of a stallion, a 
sow, a shorthorn, an Ayrshire 


cow, a Hereford heifer and a 
Down ram. Something a great 
many people will keep 

* * 


* 
R. Hoe & Crabtree Ltd. have 
produced a reel-fed offset press 
which they suggest in a broad- 
side is designed to print a 16- 
page newspaper in four colours 
on every page. The front and 
back covers and the first opening 
of this demy two-fold sheet are 
in colour. The final opening is 
in black only. What an opportu- 
nity missed of making use of the 
large canvas! All that has been 
done is to stick nine small pic- 
tures in two rows down the 
middle with captions at the side. 
This is misuse of the broadside, 


aerargt funt 


peer 
beet 


a 
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Shell-Mex and B.P. Lid. heve produced an intelligently illustrated 
booklet @ great many people will keep. 


which should work up to a 
climax with the final opening. 
The proper medium for a techni- 
cal story such as this is a folder 
or a booklet, in which cach page 
is of the same size and has the 
same value. The dramatic effect 
of the full sheet was not required. 


* * - 


THE PUBLICITY MANAGER of 
Gestetner Lid., Mr. S. de Bernes, 
reproaches me because my 
articles are “sadly lacking in 
references to stencil reproduction 
work.” He sends me a stitched 
up collection of Gestetnered 
pieces by way of reminder. 

] have more than once ex- 
pressed my view that office dupli- 
cators, whether stencil or litho- 
graphic, are excellent machines 
performing a most useful service 


at a low price For internal 
stationery, forms, memoranda, 
minutes and the like they are 


perfectly adequate, but rarely is 
their work suitable for creating 
sales. And this feature deals 
mainly with sales literature. 
Take Mr. de Bernes’s own 
sample. It consists of a series 
of pieces for a mythical Hotel 
Success. There are invitation 
cards, menus, programmes of 
events over Christmas and inter- 
nal stationery such as laundry 
lists which are as well done by 
the Gestetner as by the printing 
ress and at a lower cost. But if 

r. de Bernes suggested that in- 
stead of a_ well-designed and 
printed leaflet or brochure the 
Hotel Success should send out to 
prospective guests a duplicated 
production I should disagree with 
him violently. 


. * ¥ 


NEWNES-PEARSON are one of 
the few publishers who take their 
own sales promotion seriously 
During the past year some 
notable mail shots have come 
from Tower House 

Among the latest is a series for 
Woman's Own. They carry 
humorous illustrations of impro- 
bable ways of selling to women, 
with the slogan common to each: 
“But the certain way is through 
Woman's Own.” 
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MEET THE MEN WHO KNOW 


DICK 


THE DOCKER 


Being a docker is hard work. We have to handle all kinds of goods 
and we've got to be quick about it. There's no time these days for = 


kind of slacking. Ships have to be turned round quickly and we 
pull our weight. 

The export drive is in full swing and that keeps us chaps busy, | can 
tell you. 

There's no case of going down to the docks looking for work 
nowadays. We've got plenty to do, and we are sure of a good pay 
packet to take home to the wife at the end of the week. 

She's happy, too, because now she can buy a bit more for the kids 
and the home as well as save a bit 

| do a bit of gardening at the week-ends, so like the wife I'm on the 
look out for extras 

We both read the papers at night, especially the ads. You might 
remember that, if you sell something ‘‘ up my street." 

Mind you, we like good value for our money 


Rote £3. 10.0 s.c.i. flat 


East Midland Allied Press Ltd 


ABC Certificate July to December 1949, Net Sales 225 ,353 per issue 


London Advertisement Manager : GEORGE JACKSON, Sage S INN, FLEET STREET, E.C.4 
Telephone : Holborn 3611/2 


Manchester Advertisement Monoger: W. NOEL YULE, c/o HILTON & KAY, 4 WATER ST.. 
MANCHESTER, 8. Telephone : BLA 0402 


ONE ORDER ONE ACCOUNT ONE RATE ONE MATRIX 


®MANURES ®SUGARBEET ®8RICKS ® FORGING ® ENGINEERING ® MATS 
PIRONGSTEEL ® RAILWAYS *SEEOS BREWING *DOCKS ® CLOTHING 


® FLOWERS ® TIMBER ® FRUIT ® CANNING * BOOTSESHOES *® AGRICULTURE 


ADVERTISER'S WEEKLY 


GROUP NEWSPAPERS: 


NORTHAMPTONSHIRE 
EVENING TELEGRAPH, Pecer~ 
borough Citten & Advertier 
(ewice weekly, Tues, & Fri), Kerter- 
ing Leader & Guardian, VVelling® 
borough News, Rushden Echo & 
Argus, Thrapston, Raunds & Oundle 
journal, Lynn News & Advertiser 
(twice weekly), Bury Free Pres, 
Suffolk Free Press, isle of Ely & 


pos oe 


tn 
rt Auoust 3, 1950 193 Cs 2 
a Y ~ CE yT “Poy ie — 7" 5 = - Dae ie ae Shannen ee Cus 2: ieee ” <0" re v7 . 
Ry > : : } ‘ y > 
ee a | : § 3s 
M é : . * 
3 ; | 7 . a : 
- > ~ 
mi yo . Jey Feel " 
' 4 ee ; ¢ 
; 4 . + : os age oy , 
‘ P : 2% 9 
| ye Vo = , = . x. 
: fs *~ . 
; f : 4 red lene a Rn 
' 4 ‘ee a — , F | , 
-¥/ } : ~, “F% ’ Pk 4 ees , £ >? 
* > . : : \ ' 2 : ’ ie » j 
i. , : : hi 2. Se n is ony . i ; 
«WJ | r] by a he a c J ae - 
4 j | | 3a Wi : \ | . ni Ps x a A - { 
a = = Stew " ~ \- &. ew <i ~ ad pe 2 ; o : Fe 
comity cme fon i a aes) 
. ek... : ? : : i «3 i ia * Z- * ; . 
a 2 7. =i f - gee of ay (eer : 
, os ad 5 ey BS 
a4 TANS a Pf ; ae ae * 
¥) We ¥ a, C 7 a. + »” aa 
ae id Rote eo ; 4 
' oar) _ 7% | 
< a al | ons od ee | , 
‘ : Re Bod _ 
3 i os A ; \ 7 Rs Daas . 4 ; 
: a3 = “a t 
yey. OARS Re a a ay nee - — ya 
a * . > ian » s :. ‘ 
ah wa i Ne . OM nt 
. 79 me. oe OO gat . , 
4 a = ® 2 a ‘fa ; ; 
} aoe) See. a ' ; - aa 
; iy 23. (rr fj es 
yf « ff ee ‘os) ; ae 
e E i a oe : , ! : . & 
ig — i. :. 
~ e 5 » : : 
ee di. a i 4 Bene tS 
= ‘eee: 3) Oe ee ee oe . Bs 
oy: ae er a 24 
an Ca ae i . ‘ be : 
oe } 3 , 
a —_ ay ‘ 
4 a he ; Pee | 
. | ce ¥ a is “7 4 5 4 “ : 
mies ! ee NS OF, 
Fee 
« — "° 7 4 
te era: fi 
| ee a = ~ 
pine se sy - 
a 
CC 
Bi M ~ 
: Ce 
Vat Ps 
:¢ 
Wisbech Advertiser (twice weekly), % 
borough Advertiser & Midland Mail, : 
Director: KP. WINFREY, MA, FP 
—. 
* " . 
sie niin 
ere 
\ a ce bid stn ye ne ial ot 
ie Sp ites ott ae toa cc sae 


ADVERTISER'S WEEKLY 
Advertising Case Histories—I 


FPHIS is the story of a small To stress that it had been 

x but interesting campaign completely revised and brought 

; undertaken by an advertising in line with modern require 
agency to promote a book which ments 

“ is, of its type, a classic To scotch the idea, engen 

What makes the story some dered by music hall jokes 

what unusual is the fact that the (Take a dozen eggs pom 


to do ther advertising 
They have so many titles, some 


book publishers, because of the 4 FOCIpeS 18 a Beeton are 
pecuhar requirements of their =x es nd 2 younser 
business seldom em alo agencie © . . . we ee 

— generation that Mrs. Beeton 


of which may only be, available 
for short periods, that they gen 
erally find it preferable to control 
thew advertising from their own 
publicity departments Further 
book publishers are allawed com 
a mission from media and, if they 
1 use special positions set aside for 
them in some newspapers, lower 
rates 

So when Ward Lock & Co 
decided to appoint Charles Ff 
Higham Ltd. to handle the 
launching of the revised edition 
of Mrs Beeton's Household 
Munagement and its smaller com 


The first of a series of stories, 
told to ADVERTISER'S WEEKLY, 
about unusually interesting or 
outstandingly successful adver- 
tising. Each of these stories 
will state the problem facing 
advertiser and agent, describe 
the policy adopted and why, 
and tell how policy has been 
implemented. 


panion volumes, they did so for 
good reason 


exists, and 


to explain to them 


A book such as Mrs. Beeton what the book contains, thus 

could not, obviously, be treated perpetuating the name 
; as 4 popular novel might be, or It was decided at the outset 
the autobiography of an elder not to confuse the issue in the 


statesman of the Victorian era 


ordinary consumer product and 
advertised accordingly in run-of 
paper positions at ordinary rates 
The objectives of the campaign 
as outhned to Higham’'s were 
To announce that Mrs 
Recton had been re 


party “Mrs 
first cookery 


issued 


LET MRS BEETON iu 
GIVE YOU A HELPING 
HAND je 


Pubtvhed ty WARD LOCK 


ads. themselves by mentioning the 


or a textbook on spectroscopic extravagance question Ward 
analysis. It was decided from the Lock covered the point fully in 
first that the book should be their literature, and Higham's 
handled as though it were an considering the problem to be 


essentially a public relations one 
called in their News Service 
of the ways in which they tackled 
the problem was in a note handed 
to reporters at a Press launching 


One 


Beeton's was the 


book to be written 
for the middle 
class and poorer 
household 


is ridiculous, there- 
fore, to accuse her 


National dailies, 
after an initial 
“out to-day ad., 
used this straight- 
forward approach 
with the book 
illustrated 


Agency advertises book as 
a consumer product 


Advertising for book publishers is not commonly handled by advertising 
agencies, but Ward Lock & Co. had good reasons for entrusting 
Charles F. Higham Ltd. with a campaign for Mrs. Beeton, which 
is being advertised as though it were an ordinary consumer product. 


of extravagance, and she never 
wrote “Take ten cggs’.” 

The chief difficulty that con- 
fronted the agents when they 
Started work on the account was 
that they were not dealing with 
a new product; the name had 
been familiar to ery woman 
before the war Among these 
were a considerable number of 
faithful devotees from whom 
there had been a steady demand 
for the book throughout the war 
Booksellers had ywever, been 
starved for about 18 months 
before the issue of the new edi 


tion, so that demand was already 


considerable. How then to put 
over the required message without 
crea.ing too great additional 
demand? 

Almost any of the accepted 
copy approaches might at first 


sight have been acceptable for the 
product. It was necessary to bear 
in mind, however, that the name 


of Mrs. Beeton has in the 94 
years since publication of the 
first edition, acquired consider- 
able prestige and gnity, and 
Higham’s thought that some 
degree of reverence or at least 
respect was called for. This ruled 
out the sensational style with 
bold (or screaming) typography 


und drum-banging co 
it was felt, the comp 

price of the main volume (35s.) 
ruled out humour and “clever: 
cleverness.” Eventually it was 
decided to aim at sincerity, pride, 
a touch of sentiment, and as much 
factual information as possible 


py. Further 
atively high 


The high price of the book 
presented inother problem. 
Should it be discreetly veiled? 
Mrs. Beeton’s Household Man- 
agement ws a bulky tome and 


publishers’ experience shows that 
people are inclined to buy books 


by size rather than value. Ex 
amination and discussion of these 
and other idiosyncrasies of the 
book-buying public, allied to the 
special considerations pertaining 
to the Mrs. Beeton volumes in 


particular, led to the conclusion 
that it would have prejudiced the 
prestige of Mrs. Becton to lead 
the reader up the garden path, 
either by veiling or omission. So 
the price is now quite boldly dis- 
played 

A more fundamental problem 
of presentation when lay- 
out roughs were being done 


IrTose 


Bevery woman knows . . 


Good cooking oa matier partly of mstinct, 
partly of expenence. Yet even the best cooks 
are never too proud to learn. Here at lant 
revised and modernaed ediuon of 
Mr ons famow HOUSEHOLD 
MANAGEMENT. More than 4,000 prac 

teal, economueal recipes. Up-to-date hints 
on all types of cookery, including pressure 


cookung. Information on oven temperature 
settrngs Numerous colour plates and ithe 
trations 


But Househoid Management a 
much more than « cookery book. Besides 
cccepes it comtauns practical advice on every 
Te us, im fact, an 


Paice 35/- 


Other Berton Cookery Boghs 
ore umued at 12/6, 6 6, G6 


MES BEETON'S 
Cookery Books 
MEAN BETTER COOKING 
Published by WARD LOCK — of off booksetion: 


Dramatic illustration and sincere, 

factual copy have been used for 

longer-life women's journals and 
“Radio Times 


Should the book itself be illus- 
trated or would a catchy headline 
and a dramatic illustration be 
more advisable? Eventually, a 
compromise was reached cn this 
point and short-lived ads. in 
national dailies used an illustra- 
tion while the Radio Times and 
womer’s magazines ads. relied on 
the heading to attract to a longish 
piece of copy. 

When Ward Lock appointed 
Higham's to handle this cam- 
paign they realised that it could 
not follow the ordinary pattern o 
publishers’ ads. Hence their use 
of the run-of-paper positions 
And hence the dramatisation of 
the story. 

To assess the success of this 
policy will not be possible for 


many years. If sales in 10, 
15. or $5 years are as 
satisfactory as they are for 


this edition, Ward Lock will oe 
well satisfied. And meanwhile, of 
course, the campaign is addition- 
ally performing an admirable 
public relations task for this old- 
established publishing house, 
whose name and reputation are, 
through the Mrs. Beeton adver 
tisements, being disseminated 
among a new post-war generation 
of book buyers 


“Does Your 
. . “9? 
ldvertising Pay? 
General Advertising Company 
of London Ltd., have produced a 
brochure entitled Does Your 
Advertising Pay? describing some 
of the firm's facilities. It con- 
tains twelve pages, 1] in. x 84 in. 
The stylish printing is on cart- 
ridge paper, with drawing and 
photographic illustrations, blue 
decorations, and semi-stiff white 
covers under Cellophane. 
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HOW LONG? 
How long would it take me— 
your salesman—to make a - 
round-the-world trip calling on 

thousands of mining officials 

in 42 countries ? 


AT WHAT COST? 


The cost for my transport to 


‘ a few places alone would 
run te thousands of pounds* 
to say nothing of personal 
expenses, intervening railway 
. fares, hotel bills, ete. And the 
‘ cost in time ?—why, months, 
. of course ! 
*(Lendon — Sydney ret. £520 
7 appr.; London — J’burg. ret. 
: £300 appr.) 
Let COLLIERY GUARDIAN OVERSEAS Each issue of the COLLIERY GUARDIAN 
SUPPLEMENT undertake your selling trips OVERSEAS SUPPLEMENT (published 
a abroad for mining plant and equipment. It goes twice a year) reaches its recipient through his 
to Australia, Belgium, Canada, Czechoslovakia . . . post and remains with him for daily reference 
and so through 42 countries of the alphabet to for months—not for one brief call only. At a 
the U.S.S.R. and the West Indies! Every copy cost of £30 for a black and white page, £40 
e is mailed to an individual mame and address for a colour page. 
: of a mining engineer or organisation; no more 
a. comprehensive list has ever before been compiled. Standard type area 10°x 7"; the next issue 
_ There is no waste. (December 1950) is in course of preparation. 


ti, 


Colliery Guardian 


OVERSEAS SUPPLEMENT 


Specimen copy and rates on application to : 
THE COLLIERY GUARDIAN COMPANY LIMITED 


30-31 FURNIVAL STREET - HOLBORN - LONDON €£.C.4 
Publishers olso of —GUIDE TO THE COALFIELDS - WATER & WATER ENGINEERING © WATER ENGINEER'S HANDBOOK 
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ADVERTISER'S WEEKLY 


Australia is good except 

_Awhen it is un-Australian 
I use that term not so much in 
the sense that U.S.A.’s “un- 
American” is used, but rather to 
describe the lack of Australian 
feeling or atmosphere in many 
advertisements which originate 
in England 

The best way I can describe 
this is to quote some examples, 
and | must say at this stage that 
1 am not setting out to criticise 
agencies who prepare the material 
or clients whose export managers 
think it is right, but to show 
some of the pitfalls which exist 
for the unwary, and to suggest 
that more use be made of 
Australian advertising agencies 
They are on the spot and should 
be able to give sound, construc 
tive advice 

If you think you see sparks 
flying from an axe being ground, 
you are wrong. I am leaving 
Australia and coming to England 
to go into advertising in the U.K. 
So | am suggesting that Austra- 
lian agencies should be tapped for 
information only because it seems 
to me the common-sense way of 
tackling this market 


The Artwork Was 
So English 


One of England's largest 
manufacturers of men’s wear 
recently sent out some advertise- 
ments to be scheduled in the 
dailies throughout Australia 
These had been prepared by an 
English agency, and the standard 
of the advertisements themselves 
was very high: good use of white 
space, excellent art, and brief 
to-the-point copy Most of the 
advertisements could be used os 
they were, but the odd one or 
two were quite unsuitable, 
primarily because the artwork 
was sO English, One drawing 
showed a smartly dressed man 
with a narrow-brimmed hat. The 
average hat brim in Australia is 
2% imches wide against the 
English 22 inches, and this makes 
a considerable difference to its 
appearance. In Australian cyes 
the drawings would have looked 
affected and, therefore, could not 
be used. Another advertisement 
showed a man wearing a Hom 
burg. Australians just do not 
wear Homburgs! 


NGLISH advertising im), 


It is details like this which 
make an advertisement unaccept- 
able. The Australian is a rugged 
individual, and although he is 
fully aware of the quality of 
English clothes and is quite 
prepared to pay the price (plus 
100 per cent duty) he fights shy 
of any suggestion of the huntin’ 
fishin’ and shootin’ types, and 
regards the illustration in ads. 
of shooting sticks, suéde shoes 
and Paisley scarves as being 
rather over-refined-—-and to be 
avoided. 

Another example came to my 
notice recently in some advertise 
ments prepared in England for a 
leading motor bike company 
These were quite efficient 3 x 2 
cols. Good line drawings of the 
bike showed either a man, or a 
man and a maid, thoroughly 
enjoying their outing. The head 
ings were along the lines of 
“solving transport problems” 
“going away for a grand (a word 
never used in Australia) week 
end,” and the copy generalised 
A small slip was the use of the 
term “motor cycle” in what was 
supposed to be a friendly man-to 


man par The abbreviation 
“motor bike” is in common 
usage among Australian 
enthusiasts. 


The illustrations also showed 
the lass riding pillion. Australian 
girls do the same thing, but there 
is considerable prejudice by 
parents against the idea. Fond 
mothers are horrified at the 
thought of their dear daughters, 
legs astride, skirts anyhow, tear- 
ing through the country on the 
back of a bike. Local advertisers 
overcome this by showing the 
girl alongside the bike talking to 
the lad riding it. They infer that 
she came on it, or is going on it 
but as she looks attractive and 
feminine, her very charm helps 
overcome some of this pillion 
riding prejudice. In the English 
drawings there was that unde- 
finable something “un-Austra- 
lian.” It may have been the 
clothes the figures were wearing. 
the way the girl's hair was done, 
or the length of her skirt. I am 
not prepared to say exactly what 
gave the atmosphere, but it did 
not really fit in with the local 
look 

But I have a more important 
criticism of these advertisements, 
and that is of the policy behind 
them. The idea was that the 
English advertisements should do 


EXPORT MARKETING & ADVERTISING 


Beware of the un-Australian ad. 


How can the U.K. exporter ensure that his product 
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will be acceptable to the Australian consumer? By 
giving his advertising the authentic atmosphere, 
answers F. R. P. OSBORNE, until recently an 


the institutional selling, while 
those prepared by the local dis- 
tributors (on subsidised appro- 
priations) should cover topical 
events and appeals, and do the 
direct selling. An excellent plan, 
but it did not sell. The two 
types of advertisements did not 
run parallel, they did not even 
run together. Those prepared in 
the U.K. did a half institutional 
and half convincing name-selling 
job. Those prepared in Australia 
for the distributor sold along 
lines proved locally, but there 
was little or no attempt to make 
them look anything like the 
parert company's advertisement 
There was no family resemblance, 
no visual or even mental. link- 

except the name of the product. 


Fostering The 
Family Resemblance 


As I see it, the parent com- 
pany has two opportunities. The 
first is to prepare a series of 
purely institutional advertise- 
ments based on the quality of 
their products and the prestige 
of their name (which is consider- 
able). These they would schedule 
themselves As well as this, 
they could also plan a series of 
advertisements, based on the 
pooled ideas of the dealers in 
each Australian state and designed 
so that they allowed room for 
the dealers’ names and addresses, 
and so that they had a family 
resemblance to the institutional 
advertisements The illustration 
pitfalls could be overcome either 
by having photographs taken in 
Australia and used in U.K. for 
reference, or by allowing the 
local distributor to use his own 
drawings 

The alternative would be to 
get an Australian agency (and 
there are many good ones) to do 
some research on the Australian 
market. Let them plan a series 
of good, hard-selling advertise- 
ments which could be vetted in 
the U.K. to see that they fitted in 
with the company's policy. These 
could then be prepared = in 
Australia and used as the parent 
company’s advertisements. Stereos 
or mats could be supplied to 
local distributors for their own 
use. 

I recently did some store-to- 
store research on displays for an 
English clothing company with 
large export plans. Their material 


executive in an Australian agency. 


had been used in Australian 
stores for many years, and before 
starting on new designs, they 
asked for our opinion. The findings 
were that, on quality alone, these 
U.K. showcards stood far in ad- 
vance of most of their competi- 
tors. The drawings were beauti- 
fully handled, fashion lines right, 
and the cards themselves sug- 
gested quality, prestige and real 
fashion This meant that they 
were used more in windows and 
showcases; they were treated with 
more care and had a longer life 
than any competitor's material. 

Most display managers I spoke 
to showed me stacks of poorly- 
planned and cheaply produced 
cards and window trims, which 
they used once and then put 
away because “the cardboard 
might come in handy.” If you 
are sending display material to 
Australia see that it is good, and 
you will find it will be used again 
and again. 

But even with display material 
it is easy to “miss the boat.” A 
large English manufacturer of 
food drinks sent out showcards 
and small posters copied from 
one used considerably throughout 
the U.K. These showed three 
kiddies whose ages varied from 
about four to eleven. ~ 
tion was “Growing up on—— 
Suggesting that the health and 
growth of these youngsters de- 
pended on the product. Excellent 
in England. I have no doubt, 
but the children did not look 
Australian. In our eyes they 
lacked the virility of our younger 
fry, they were much thinner than 
our average, and the general 
effect was that they need plenty 
of sun and general building up. 
If the idea behind the poster was 
thought to be so good, surely it 
would pay this company to have 
photographs taken of young 
Australians. 

Australians are making a good 
many mistakes in this sphere 
Pictures of crows and rosellas on 
tins of canned meat going to the 
Far East are not being well re- 
ceived. The natives think from 
the label that the can contains 
the bird’s flesh, whereas we know 
(through familiarity from local 
advertising) that “White Crow” 
and “Rosella” are just the brand 
names. 

One English company recently 
dropped a beauty. They produced 


(Continued on page 200) 
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the Canadian way—advertised with punch and sparkle. The answer is radio—the most 
effective selling weapon in Canada. Overseas Rediffuston are the agents for the All-Canada 
Radio Facilities comprising thirty-one leading radio stations spread across the Dominion. 
All-Canada Radio gives the best coverage at the cheapest rate — gives concentration and 
flexibility in advertising and top quality in programmes. Ask the Director of Advertising 
at Carlton House about All-Canada—and for particulars of “ The Bradens in Britain " the 
special co-operative daily radio programme to sell British goods in Canada. 


Sell to Canada through 


ADVERTISER'S WEEKLY 


CKRC WINNIPEG, MANITOBA 
5,000 watts: 630 kilocycles. Broad- 
casts from 6.00 a.m, to midnight. 
Class “ A™ and Class “C™ Times 
available. Coverage of radio homes 
165,270 (daytime) 163,660 (night- 
time). Full data from Director of 
Advertising at Carlton House. 


OVERSEAS REDIFFUSION LIMITED 


CARLTON HOUSE - LOWER REGENT STREET - LONDON - S.W.1 - TELEPHONE: WHITEHALL o221 


SOUTH AFRICA || venmarx 


SPENDS {£12 A HEAD 


For Consumer Advertising ON BRITISH GOODS 
“MILADY” | | With her increasing exports 
Reaches homes with high-spending power | of vital foods to this country, 

+ throughout the Union and Rhodesias Denmark is a natural and 


' 
es | market for our exports. To 
For Trade Advertising | build goodwill in the Danish 
| 


“The BUYER” market advertise in ‘Berlingske 


Tidende’, the country’s lead- 


The South African Trade Journal. | ing newspaper and foremost 
* advertising medium. Throw 
The South African Berlingske Tidende you will 
h the wealthiest section of 
FOOTWEAR & LEATHER “ony 


jon which is the 


the populat 
most Seode-tn- Britain con- 


Journal 
Covers all aspects of the manufacture and selling of cious.’ 
Footwear, etc. 
The § _ Afric | 
e out ‘an | 
FURNISHING TRADES TIDENDE 
Journal | . 
Covers the whole field of the Furnishing trades ies Sate 2 
* WEEKDAYS ~- - — ~ 188,996 
The South African i SUNDAYS - --— 250,098 
Se FOOD TRADES | ee SY ts SSS 
Journal j 
Manufacturing. Processing, Packaging, Selling REPRESENTED BY 
oe 


Specimen copies and rates from 


| SOUTH AFRICAN JOURNALS LTD. 
34-5 NORFOLK STREET « STRAND - LONDON + W.C.2 
————— Phone TEMple Bar 8691-————— 
SUNLIGHT HOUSE, QUAY ST.. MANCHESTER 3 
—_——————— Phone : BLAckfriass 316-——""—"—— 


———— 


BUYS MORE FROM 
BRITAIN 


Sweden's liberal European 
trade policy means fewer 
restrictions and richer oppor- 
tunities for British goods. 
Many of our exports are now 
on the Swedish free-list and 
for others import licences are 
becoming easier to obtain. 
To cover.this valuable market 
effectively, you must advertise 
in Sweden's great national 
daily. 


STOCKHOLMS- 
TIDNINGEN | 


Net Sole : 
WEEKDAYS ~ ~ ~ ~ 183,814 
SUNDAYS ~~ ~- - ~ 223,200 


ow 


JOSHUA B. POWERS LTD., 14 COCKSPUR STREET, LONDON, 5.W.) 
Telephone: WHI 3995/6 and 3366/7 
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Overseas Advertising— 
You Just Can't Neglect It 


HAVE never been able to 

understand why exporters 

will spend much time and 
money on overseas market re- 
search, selling arrangements and 
selling trips, and yet, when it 
comes to overseas advertising, 
either spend no money at all, or 
give it to their agents and distri- 
butors to spend for them. it 
would seem that the average ex- 
porter looks on advertising as 
something to be avoided at all 
costs. Certainly he usually has 
no advertising policy. 

Yet advertising plays just as 
important a part in export trade 
as foreign exchange, shipping or 
manufacturing Without any 
advertising there would be 
practically no export trade at all 
This applies to all types of goods 
and services; and as an exporter 
you cannot ignore advertising, or 
escape from the responsibility of 
carrying it out. 


How To Spend 
The Money? 


You should, then, make up 
your mind that you will have to 
spend some money on some form 
of advertising and you will need, 
first, to decide on how much you 
will spend. There are several 
ways of doing this-—-but please 
do not, as a friend of mine does, 
think of a number, halve it and 
convert the result into Peruvian 
soles or Danish Kroner 

Probably the easiest way is to 
allow in your price structure for 
a certain percentage for adver- 
tising so that for every unit you 
sell x per cent will be carned 
for advertising Alternatively 
you can allow a total sum 
based on your turnover. rate of 
profit, etc.. which will allow you 
still to make a profit. Variations 
of this method are often used to 
develop new markets or products 
when the first year’s return will 
be insufficient to earn an adver 
tisine allowance. 

With a rate of advertising 
expenditure decided, you will then 
fix the sum either in relation to 
the past year’s sales results or, 
perhaps more effectively, to the 
current year's anticipated sales 
You will need further to divide 
the total up among the various 
overseas markets in which you 
feel you have good prospects or 
which are already showing good 
results. Always aim to show a 
profit on the year's trading in 
each market, or at the worst, to 


By H, DESCHAMPSNEUFS 


break even. Advertising is an 
investment and you should draw 
some dividends from it, as well 
as have capital appreciation in 


the form of goodwill towards 
your, company and what you 
have to sell. 

When you have decided the 


total for each market, make sure 
you include everything that has 
to be charged to this expenditure 
Some firms go so far as to include 
the advertising manager's salary 
and a proportion of the office 
overheads There is no really 
right or wrong way in this, but 
make sure that you do have the 
budget for each market very 
thoroughly worked out, This wili 
have to be done well in advance 
because all overseas work takes 
a little longer to put into effect 
than is the case at home. Ideally, 
you should plan the next year 
during the second six months of 
the current year 

Remember this is all policy. It 
must be worked out with the 
sales, production, shipping and 
other departments, and there 
should be a_ clearly defined 
objective in each market 

Having provided the means to 
advertise and split up the world 
into its various markets, you will 
need now to decide who is to 
spend the moncy. As it belongs 
to you, I can see very little justi 
fication for handing it over. as 
do so Many exnorters, to people 
who are not fitted to spend it 
properly It is solely your 
responsibility if you have 
branch comnanies overseas, you 
mav leave the spending to them 
provided, of course, that they use 
advertising experts to work for 
them Yet even then, just as 
head office still retains an interest 
in the sales and production policy 
of its branches so should it 
supervise their advertising 

The one thing you must not 
do is to hand over advertising 
monev to vour distributors or 
agents. Their job is to sel! your 
goods or services. Thev can be 
very helpful to you with adver 
tising, but they are not advertis 
ing experts. Just as a sales agent 
does not handle vour shipping 
so he cannot handle your 
advertising 

You can, if you wish, do ai 
the work yourself, using loca 
advertising agencies where they 
exist and dealing direct with 
newspapers, radio stations and so 
on where thev do not. Few firms 
however. find that it pavs them to 
work this way. It is far better 


} 


to use the services of your home 
advertising agency, provided that 
it is equipped for overseas adver- 
tising—and most of the better 
ones are 

Being experts in advertising 
and concerned only to sell your 
goods, they are able to spend 
your money to the best advantage. 

Now comes the question as to 
what kind of advertising you are 
going to buy 

The most important medium is 
the Press, because it is generally 
the cheapest way of reaching the 
people to whom you wish to sell. 
You can divide the Press of most 
markets of the world into several 
well-defined groups. The larger 
markets will contain all the 
groups and the smaller some or 
even only one; from the U.S.A... 
on the one hand, down to some- 
where like the island of St. 
Helena on the other 

Havine bought your space you 
have to fill it The design and 
wording of advertisement is, 
again. a highly specialised job. 
Some English advertising, suitably 
idapted. is most suitable for over- 
seas markets: some, qn the other 


“Advertising plays just as 
important a part in export 
trade as foreign exchange or 
shipping,” said our contributor, 
who is overseas manager of 
F. C. Pritchard, Wood and 
Partners, when be gave this 
lecture to the Institute of 
Export on July 18. 


hand, is not. Fundamentally, the 
thing that sells a product in one 
country will generally sell it in 

the in which 


You can seldom translate copy 

it nearly always has to be re- 
written. I like the story of the 
Indian who turned “80 degrees 
in the shade” into “80 graduates 
sitting under a tree.” British 
humour is quite untranslatable. 
Printing in many overseas coun- 
tries is seldom up to our standard 
and English is never spoken or 
written in the same way in two 
different countries 

So much for the Press as a 
medium. What of the others? 

Over practically the whole of 
the American continent, in 
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Australia, South Africa and 
several of our Colonies, sponsored 
radio is a very important adver- 
tising medium. It is not generally 
permitted in Europe. It is par- 
ticularly. useful for reaching 
illiterate peoples, and for getting 
to inaccessible places. In the 
U.S.A. sponsored*television is a 
growing industry. 

Cinema slides have been exten- 
sively used for many years, but 
perhaps their greatest value is 
for local firms. It is worth 
remembering that if they are 
shown in the interval, anc if the 
climate is hot, they will not be 
seen by many of the audience, 
who go outside at that time. Ad- 
vertising films are being increas- 
ingly used, especially in Europe. 
They are expensive, but are ad- 
mirably suited to telling a story 
of an industry, or a service. An 
exporter can also make effective 
use of film in putting over his 
activities to his overseas repre- 
sentatives. 


Outdoor Advertising, 
Display, Direct Mail 


All kinds of poster and outdoor 
facilities are available for 


reminder advertising—on rail- 
ways, roads, inside public 
vehicles, and so on. In hot 


climates printed signs take the 
place of posters, and metal signs 
the place of both. 

For consumer goods, window 
display is extensively used. You 
will not see much of this in small 
bazaars up-country in Malaya, 
but you will in the main streets of 
Zurich, Stockholm or San 
Francisco, and similar towns. 

Direct mail has a very special 
place in the exnort trade, when 
overseas customers can be sent 
detailed technical information, 
catalogues, and so on, in their 
own language where desirable 

No review of overseas selling 
would be complete without a 
word on public relations. Public 
relations can be defined as the 
application of a plan to improve 
and maintain goodwill between 
an organisation and the people 
with whom that organisation 
comes into contact. As such it 
is primarily concerned with 
policy, towards not only your 
buvers but also your suppliers 
and your workers. It is. to that 
extent, separate from your adver- 
tising. which is a part of your 
selling effort. although, of course, 
both are designed to improve the 
return to you by your business. 

Public relations is playing an 
increasing part in industry at 
home. and it has a job to do in 
the country’s export trade as well 
Our exporters have now to fight 
competition from Germany, 
Japan and America. They are 
faced with political disturbances 
in native markets, which have an 
adverse effect on trade. There 
is great need for a British public 
relations camnaien in the world’s 
markets. in addition to that for 
individual exporters 
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per issue (January to June, 1950)" 


“dh ye 


) Vogue's page rate per 1,000 


is now the lowest it has ever been. 


NH 
tl Hi } 


' ‘ 
| Black and white page rate £2.4.6 per 1,000 copies. 
at Colour page rate £3.10.7 per 1,000 copies. 


q 
| Vogue is the best buy. 
® (Certified by Smalifield, Tillet & Co., Chartered Accountants.) 


THE CONDE NAST PUBLICATIONS LTD. 
37, Golden Square, London, W.1. 
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SPACE 


is going fast in 


with a corresponding increase in text 
space for the rest of 1950 has now been sold. 


FULL COLOUR IN OCTOBER! 


estimated that each copy has at hrast 5 readers 


income groups 
spend their money 


all the more striking in the magazine. 


interest because of these regular readers. 


The Reader’s Digest 


If you want some—ACT QUICKLY 


DVERTISERS’ demands for space in the British 
edition have been heavy. Even though more 
advertising pages were available from June onwards — 
practically all 


From October onwards, a limited number of four-colour 
pages will be available. Demand for these pages has 
been brisk —so get in early with your bookings for 1951. 


WHAT THE BRITISH EDITION OFFERS 


The British edition guarantees to acvertisers an aver- 
age monthly net sale of 400,000. It is conservatively 


These 2,000,000 readers (slightly more men than 
women) are largely among the higher and middle 
the people who can choose how to 


The Reader's Digest has built up its world record 
sale on reading matter. Each copy is read carefully, at 
leisure. Your advertising, toe, will get serious atten- 
tion, The text of the Reader's Digest does not rely on 
pictures; so if your advertising is illustrated, it will be 


A high proportion of Reader's Digest sales are on 
regular orders. Therefore, any carefully planned series 
of advertisements has a greater chance of building up 


Printing is by rotogravure for black-and-white and 
two-colour advertisements, and by offset litho for 
four-colour. Page rates are £275 (black-and-white), 
£310(two-colour), and £440 (four-colour), with generous 
discounts, amountiog in some instances to 10 per cent. 


AN IDEA THAT GREW 


of a new idea 


zines, newspapers, and books. 


bring the world total to 15,000,000! 


The history of The Reader's Digest is a success story 
par excellence. Its first issue in 1922 marked the birth 
a pocket-size magazine containing con- 
densations of the best articles and stories in current maga- 


Now the American edition alone sells more than 9 
million copies every month; and international editions 


Premier House, Hatton Garden, London, E4 


TELEPHONE HOLBORN 860) 


For details of space in the British and International 
editions, apply to the Advertisement Department 


The Reader’s Digest 


; 
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BEWARE OF THE UN-AUSTRALIAN AD. 


(Continued from page 196) 


| 

| a new motor cycle for export 
trade, painted it black and gave 
it the name the Black Colonial, 
thinking it would go down well 
in South Africa, Canada and 
Australia—the three Dominions 
of the British Commonwealth. 
People here do not like being re- 
ferred to—even  indirectly—as 
Colonials. Australian  distribu- 
tors assured me that, given 
another name, the bike would 
probably sell well, but it is off to 
a bad start—probably through 
thoughtlessness 


Getting to Know 
The Me dia 


Every country has its own in- 
dividual media pattern. 1 would 
never expect to be able to plan 
a campaign to appear in English 
newspapers from an office in 
Australia. I could certainly ob- 
tain all the information with re- 
gard to circulations, coverage, 
etc., from reference books. But 
where could I get a personal and 
detailed knowledge of media 
reaching my particular market? 
Would |. taking information 
from the circulation data of 
Punch, decide to use it as a 
medium for a stec! rolling mills? 
Certainly not—and yet an Eng- 
lish company is using that 
medium, and very successfully. 
The obvious thing for me would 
be to consult people on the spot 

an English agency—and 1 
would expect them to be able to 
plan my expenditure in every de- 
tail Furthermore, I would 
strongly defend their suggestions 
against any criticisms. 

Surely then, the reverse should 
be true? Is it not logical for 
English companies to refer to 
Australian agencies when plan- 
ning campaigns for this country? 
It is true that some do so. But it 
is also true that others, in their 
criticisms of Australian sugges- 
tions, have only a vague idea of 
local Australian publications. 

An example came to my notice 
recently. In a campaign for 
English clocks, it was suggested 
that one page full colour be 
taken pre-Christmas in a weekly 
magazine, The Australian 
Women's Weekly, with an A.B.C. 
circulation of 700,000. The cost 
was £650 plus art work, the ad- 
vertisement to appear in the be- 
ginning of December and bring 
to a head the Press advertising 
which had been appearing up to 
that time. The total figure of 
nearly £700 cut into the appro- 
priation pretty much, and the 
suggestion was scrubbed by the 
English company 

To their amazement, their 
American competitor came out 
with two or three pages in the 
same magazine during the pre- 
Christmas selling period. The 
English company had taken 


things on their face value. Seven 
hundred thousand for £700 on 
a limited appropriation does not 
look particularly good buying, 
but it is claimed that, as there 
are 2,500,000 adult women in 
Australia and to-day's housing 
conditions mean that there are 
two of these to every home, re- 
ducing to 1,250,000 the number 
who would buy such a magazine, 
this circulation reaches more than 
one in every two purchasing 
homes. Add to this the claimed 
pass-on value and one then rea- 
lises that the Australian Women's 
Weekly very forcibly covers the 
women’s market. 

It is the detailed knowledge of 
publications which is necessary in 
planning an overseas campaign, 
and this can be best obtained 
from someone on the spot. 

In Australia, any product 
labelled “made in England” im- 
mediately takes on prestige. 
English engineering is regarded 
as the finest in the world—the 
association of ideas is that of 
highly skilled craftsmen, not 
turning out masses of stuff but 
making products which will stand 
up to all claims made for them 
and most probably outlast others. 
English women's fashions are re- 
garded as being ful! of quality, 
though perhaps lacking the flair 
of some of the French and 
American counterparts. Men's 
clothing and shoes are regarded 
as being really good, These are 
generalities, but show that pro- 
ducts made in England have a 
definite advantage over many 
made locally and some imported 
from other countries. 

How can you cash in on this? 
How can you make a product 
look essentially English and yet 
make it acceptable to the buying 
public in Australia? That is your 
problem. I have endeavoured to 
indicate lines along which the 
answer should be sought 


Belgium As A 
Market 
In an excellently produced 
brochure, Belgium as a Marketi, 
Marc Nagels S.A. Advertising, of 
Antwerp, present the British 
advertiser with much useful 
information. Facts about popu- 
jation, languages spoken, purchas- 
ing power, retail shops, the Press, 
posters, cinema and radio adver 
tising, etc., are given in short, 
crisp paragraphs and easy-to- 
follow tables 
The second half of the 
brochure describes the services 
which the Marc Nagels agency 
offers. The firm charge a service 
fee of 15 per cent and credit 
their clients with the commissions 
received from all media. Most 
of the latter. says the brochure. 
are higher than the service fee 
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The kind of person 


who always orders 


Se. y 


: x Churehman’s No. 1 


cigarettes... 
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...is the kind of — 


person who reads 


The Listener 


Member of the Audit Bureau of Circulations 
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Advertisement Department, B.B.C. Publications, Broadcasting House, Portland ‘Place, London, W 1 


Cerden & Uoick Advertioung Lad. 
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There is often an ‘if’ in old weather 
* saws — they can hardly keep up with 
our changeable climate. But this much 
is certain — there will be dependable 
summer motoring for those who 


Rely on 


DUNLOP 
The World's 
Master Tyre 
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EXPORT MARKETING 


Auoust 3, 1950 


Letter From India 
THE LANGUAGE OF SIGNS 


NY approach to marketing 

in India (except, possibly, 

of heavy, capital equip- 
ment) must become involved 
in that labyrinth, the multi- 
lingual campaign. Presentation 
can be in as many as fifteen 
languages—-though not in more, 
despite the existence of 350 
languages and dialects. (Most 
of these have no mechanical 
script.) But though Press cam- 
paigns and literature are, with 
difficulty, given an _ all-India 
appeal, it is really unnecessary— 
and virtually impossible — to 
attempt multi-lingual packaging 
and point-of-sale presentation. 

Unnecessary? Yes; for 
although Basic English and 
Esperanto have failed, thus far. 
4S internationa! languages, the 
language of sign pictures (e.g, 
trade-marks) is as international, 
as inter-lingual, as it was when it 
became the basic material of ‘the 
world’s alphabets 
Now, any manufacturer inter- 

ested in world markets will 
probably argue that this fact is 
fully appreciated and exploited. 
Nevertheless, a surprising number 
of mistakes are made as a result 
of loose thinking and insufficient 
research. Even Indian firms trip 
up when trying to plan on an 
all-India basis. 


* * * 


HIS correspondent'’s organi- 
sation markets a _ bazaar 
product under a “Heart Brand” 
mark. The heart outline on all 
packages is the main selling and 
recognition feature, yet in the 
bazaars it is known as “paan 
brand” because the paan leaf has 
a similar outline to a_ heart 
Again, in Calcutta, state trans- 
port has recently made its appea. 
ance The buses are marked 
“West Bengal State Transport” 
in English; linked to the words 
is a full-colour transfer of a 
Bengal tiger's head. The bus 
service is already known by a 
variety of English and pidgin 
English versions of the word 
tiger, though there are plenty §f 
indigenous cquivalents This 
“picture name” has been adopted 
by literates and semi-literates 
The writer has found it impos- 
sible to emonhasise this siga 
language point to a very old- 
established British firm which is 
now to manufacture its range of 
internationally famous products 
in India Their product name 


can be pictorialised by a trade 


mark which most certainly 
interprets that name in sign 
language. and which should catch 
on in any market from the 


| extreme North to Cape Comorin 


in the South, for it allows of no 


double-meaning. Unfortunately it 
is not well positioned on the 
English package labels (which are 
to be copied for India) from the 
point of view of shelf display. 
But the label, which’ has not 
been seen in India before, must 
not be altered! The design is 
traditional, “We may market 
direct in the future.” say the 
clients. “What would happen 


This is the first of a series of 
“from-the-inside” con- 
tributed by the advertising 


manager of a_ well-known 
Indian company. 
reports [will 
th 


Further 
appear from time 
to time. 


then?” Well, they could always 
continue with the Indian version 
of their label, and have it printed 
in England. It would be well 
established in India by then. 

Another point. If the com- 
pany name differs from the brand 
name, it should be presented in 
a standard lettering style—a 
logotype, preferably. Althoug> 
unable to read it, the illiterate 
and those not literate in English 
will eventually cotton on to the 
outline .. . and it will stick, just 
like any sign. 


* * * 


HE words “Made in England’ 

are in themselves a sign, 

a trade mark. Recently, Bombay 
has been flooded with thousands 
of very low quality socks, made 
in India, and peddied at 
every street corner, which are 
boldly marked “MADE IN 
ENGLAND.” Just above, and 
Very unostentatiously, appear the 
words “Better Than.” But those 
Who ‘cannot read English, 
although recognising the “Made 
In England” sign, do not know 
what the additional words mean. 

Another clever one is “MADE 
as IN ENGLAND.” Such a 
small “as”! 

Government have not taken 
action as yet, but in Lucknow 
not long ago the police conducted 
surprise raids on the cycle spare 
parts and repair industry. They 
recovered a large number of die 
stamps inscribed “Made in 
England.” “Made in Germany.” 
“Made in Japan.” 

A famous face cream manu- 
facturer finds it impossible to 
control the resale of locally filled 
empties. To have any hope of 
doing so he would have to re- 
desien his jar. and even then he 
could not be sure of success. As 
anyone who served out East will 
know.~there is always a very 
brisk market in empty bottles, 
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particularly if the label is intaci. 
Possibly the consumption of 
salted almonds from an old 
Brylcreem jar does the cater no 
harm, but the manufacturer 
whose pack is thus pirated cannot 
be expected to take any but a dim 
view, 

* Sd > 


HISKY drinkers may justi- 
fiably sigh with relief, and 
many advertisements which have 
kept familiar names—but noth- 
ing else-—before the public will 
take on a new meaning 
The Indian Government has 
announced that established 
importers of ale, beers and wine 
will be able to import 10 per 
cemt of their basic imports in the 
second half of the current year. 
Brandy and whisky may be 
imported up to 50 per cent. The 
basic figure is the total imports 
of a commodity for any one 
complete financial year between 
1937-38 and 1949-50. 
Established cigar importers 
will be permitted 100 per cent, 
and cigarette importers 60 per 


cent Both these items were 
completely banned in the first 
half of the year. Other goods 


which have been partially de- 
restricted are fluorescent tubes, 
neon signs, table fans, tinned 
food, safety razor blades, cutlery, 
typewriters, etc 

Now is the time when those 
who advertised during the 
doldrums will reap the benefit. 


* * * 
LTHOUGH directed at 
American investors and 


businesses, the casier terms for 
the repatriation of foreign capital 
recently put out from New 
Delhi indicate the need for 
foreign interest in the develop- 
ment of the country and its 
indigenous industries. Actually. 
sterling capital can be repatriated 
freely, but the need for certain 
types of goods, foreign capital, 
and foreign technicians is such 
that support is being sought out- 
side the sterling area. The new 


Palantyping. the British system 
of stenotyping (or mechanical 
shorthand) is contributing to the 
country’s export drive in several 
valuable ways. 

First, the Palantype machine, 
which costs £36, and its acces- 
sories are being supplied to 
Canada, Portugal, Switzerland, 
the Belgian Congo and other 
markets. But what is perhaps 
more significant is the fact that 
students—with the currency we 
so badly need in their pockets— 
come from all over the world to 
learn the system at the Palantype 
College in London. When they 
go home they are, of course, un- 
Officia! salesmen for the Palan- 
type method and machines 


Mechanical Shorthand Earns Hard Currency 


203 


scheme also includes 
Sweden, and Denmark. 

On the whole, 
investors do not scem to be 
particularly interested in India 
It is estimated that only some 
Rs.20 crores (about £14 million) 
of American money is invested 
here—-a pittance by comparison 
with British investments which 
have also, however, very consider- 
ably slowed down so far as new 
capital outlay is concerned. 

Yet there is undoubtedly stili 
plenty of scope for the adven 
turous who do not séck the fan- 
tastic profits of the past The 
latest to cement Indian partner 
ships have been two leading U.K 
cycle manufacturers, both of 
whom are setting up plants out 
here on an Anglo-Indian financial! 
and directorial basis The 
British cycle is so well liked that 
demand for it cannot be met 


Norway 


American 


solely~ by imports under the 
present restrictions. 
. . * 


N_ brief: —Commission rebat 

ing is still undermining 
agency prestige, despite the hard 
work of the Advertising Agencies 
Association of India. Some of 
the smaller agencies give back as 
much as 13 per cent. Clients, 
beware! It is hard enough 
running an agency on 15 per cent, 
let alone 2 per cent. 

A cigarette girl photograph 
supplied by a London agency had 
a second lease of life recently 
Previously she had appeared for 
a brand of cigarette “than which 
(in India) there are none better” 
(sic). A year later, she reappeared 
in the same pose but for a rival 
company. . Oh yes, it was a differ- 
ent layout—and, of course, all a 
mistake. 

It is cheaper for Indian paint 
manufacturers to purchase their 
shade cards, printed and made up 
complete, in the U.K. than it 1s 
to make them in India. This 
despite 334 per cent duty. The 
snag-—import licences. But they 
can be obtained 


Their word-of-mouth recom- 
mendation is backed up by a 
very practical form of sales pro- 
motion. Before Palantype ma- 
chines can be sold, reporters 
must be trained in their use; so 
the College send teachers abroad 
to found schools and ultimately, 
to supply reporters to govern- 
ment and business offices, courts, 
etc. Thus new markets are con- 
stantly being opened up 

High speeds are attainable on 
the machine, and Palantype 
trained girls are in great demand 
for reporting international con- 
ferences (¢.g. O.E.E.C. meetings 
in Paris) and high-level talks. 
Here again, hard currency is 
earned and interest aroused in 
the system. 
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THE NEW president of the 
Periodical Proprietors’ Asso- 
ciation, Alan G. Agnew, bears 
a name justly famous in 
publishing. Punch and The 
Countryman, of which Bradbury, 
Agnew are the  proprictors, 
possess a quality and a unique- 
ness that it would not be casy 
to find in the journalism of any 
other country. 

Agnew joined the firm in 1931 
Educated at Rugby and Trinity 
Hall, Cambridge, he had been 
with Constable's, the book pub- 
lishers, since 1909. He became 
assistant managing director at 
Bradbury, Agnew, and man- 
aging director on the death of 
his uncle, Philip, in 1937. Appro- 
priately enough for a director of 
The Countryman—and also of 
the Gardeners’ Chronicle-——he has 
always been keenly interested in 
horticultural and agricultural 
matters. 

Also, he has a traditional 
family interest in art. His father 
was Charles Morland Agnew, the 
art expert, and his grandfather, 
Sir William Agnew, was a cele 
brated art dealer in addition to 
being chairman of direc 


Mainly Personal— 


By CONTACT 


Merthyr Express 


and 


Pontypridd Observer 


SERIES 


* 


Certified Circulation 
Exceeds 


61.000 


tors at Punch and M.P. for Sal- 


ford. He himself is a director 
of Thomas Agnew, the Bond 
Street picture people. His 


younger brother, incidentally, is 
Rear-Admiral Sir William Agnew, 
of the “Aurora,” who took the 
King and Queen to South Africa 
in the “Vanguard.” 
Governorship of the Foundling 
Hospital and the Thomas Coram 
Schools, Berkhamsted, takes up 
much of Agnew’'s spare time 


* * * 


WHEN Charlie Stokes, Canadian 
Pacific's European P.R.O., intro- 
duced me to his friend Wallace 
Meyer, president of Reincke, 
Meyer & Finn, the Chicago ad- 
vertising agents, I congratulated 
Meyer on being about the only 
American business man | have 
met for some time who really 
looks as if he knows how to relax 
and enjoy himself, and is not 
rushing from one business ap- 
pointment to another. Meyer says 
he is able to relax because he has 
left such good people in his office 
back home, and wonders whether 
they will miss him. My guess 1s, 
they will. 


Meanwhile he and his wife 


have been having a great time 
travelling round Britain on an 
itinerary mapped out for them 
by Charlie. He is fall of enthu- 
siasm for the beauty of our coun- 
tryside, for our ancient inns, and 
for the friendliness of all the 
ordinary people to whom he had 
spoken. But his is the sort of 
personality it is pretty easy to get 
on with. He did confess, rather 
shamefacedly, to making one 
business call, but even that lapse 
has not managed to spoil his 
holiday. 

Meyer, whose whole advertis- 
ing career has been spent in Chi- 


cago, started with J. Walter 
Thompson and then went to 
the Charles F. W. Nichols 


agency, at that time the agents 
for C.P.R. in the US. He still 
recalls with nostalgia his periodi- 
cal visits to the Rockies and the 
fishing trips he did with Charlie 
—all for the sake of local colour! 


* . . 


FOR a chairman, H. L. Clarkson 
has not been a member of the 
British Direct Mail Advertising 
Association for very long. Only 
two or three years in fact; but 
he has been 
on its coun- 
cil for two 
years and 
vice - chair- 
man for 
part of last 
year Also 
he has been 
hon. secre 
tary of 
N.A.B.S. for 
five or six 
years and is 
a member 
of the Pub- 
licity Club 
of London 
and the Aldwych, Regent, and 
Fleet Street Column Clubs. 

His initials being H. L., he is 
usually known as “George”; and 
it is not easy to induce George 
to talk about himself. Particu- 
larly about his war record. It 
is only after much probing that 
one gathers he served in both 
world wars—somewhere in South- 
East Europe in the latter one. 

His advertising career started 
with a couple of ais with 
Reggie Palmer in Fleet Street, 
followed by about nine with 
Icilma and Lever's. He joined 
Benson's, of which he is a direc- 
tor, in 1929 

Raising the membership of the 
B.D.M.A.A. well above its pre- 
sent figure of about 250 is one 
of his ambitions as chairman 


* * * 


TWO WEEKS before the war 
broke out (the 1939 one) Roger 
Lloyd came down from Balliol, 
Oxford, and joined S. H. Benson 
Ltd. Being a member of the 
R.N.V.R. he was not able to stay 
long, and soon found himself at 
sea, serving in small boats for 
two years. Then he was wounded, 
and spent the rest of the war, 
after recovery, at the Admiralty, 
until in 1946 he made another 


H. L. Clarkson 


County Council, 


Avuoust 3, 1950 


attempt at an advertising career, 
again with Benson's. 


Lioyd spent 
two years 
as persona! 
assistant to 
> R. A, Bevan, 
managing 
director, 
then last 
year he went 
to America 
to study re- 
search and 
mark eting. 
In Septem- 
ber, 1949, he was appointed 
manager of the research depart- 
ment, and has now become 
London representative of Hewitt, 
Ogilvy, Benson & Mather Inc., 
the British agency that has estab- 
lished such powerful connections 
in New York. 

Lloyd is a member of the 
Market Research Society. 

He retains his membership 
of the Leander Club, to 
which he was elected while at 
Oxford, although he can no 
longer row because of his war- 
time injury, which necessitated 
the amputation of an arm. 


* * * 


LAST THURSDAY, in glorious 
weather, | found myself, in com- 
pany with a few other advertising 
trade Press confréres, on the 


Roger Lloyd 


Crested Eagle en route for Lon- 


don’s dockland. This trip had 
been arranged by Andy 
McLoughlin, P.R.O. Middlesex 
and formerly 
with the P.L.A. as a mark of 
appreciation for the good show- 
ing which the Press gave to the 
Institute of Public Relations con- 
ference at Hastings. (This show- 
ing, | may say, was no more 
than the conference deserved and 
was due, in no small measure, to 
Andy’s first-rate abilities 2s Press 


officer.) 


C. F. J. Tomlinson, chief in- 
formation officer to the P.L.A., 
was unfortunately not able to be 
with us; but two of his aides, 
E. W. King, assistant editor of 
P.L.A. Monthly, and A. L. 
Myles, were excellent compéres 
and helped to reveal London's 
river and docking facilities in all 
their romantic impressiveness. 


“Things must be getting 


WEEKS WISECRACK 


(asi 


serious —the N.A.A.F.1. 
have asked me to return 
their knife, fork and 
spoon.” 


, ‘ s r al on. a ~~ - - Sv 4 , r a TW. S ra pik. Per, ie 4 **- 
es 204 +. ls eer 

The second i 

i ; Sa try was fi 

4 wy ‘aaa more suc e 
4 > cessful. ie 
4 % 
\ ; 

a 4 a 
6 i 
= ae 

7 i+) “a 
oe. y 2 

es ? -s 

4 | : 
: 

P es 
| " | Pe | 3 

4 ate es bi 

| Pe | 

V4 

be 
| _ 
| Be -_ é | 

& a ; 
 : ‘ 
a = | 
ci & 
‘Y > | 
Ta = % 

a Po | a <4 Y 
4 | Ne CAS \ : 
oh \ . mx 2 
a rs OL 
iy ‘ a 7 " jae , & 
po : 
¥ ee : 
va . : J w 
: i.e ye : ES ‘ | a a Mo a i Sale . ae ee a 
as a en, ae Be A a. == £ Tih a Ee ee fe LCOS bo TE ie de 


Avuoust 3, 13950 


NEW BOOKS REVIEWED 


Packaging Presents Much More 
Than An Artistic Problem 


Planned Packaging, by Harry Jones, 
pene by John Gloag (Alien & Unwin, 
TYVERY reader of ADVER- 
oom WEEKLY ought to 
read this book. Indeed, every- 
one who is concerned with the 
marketing of packaged products 
in any part of the world ought to 
read jt. 

The author, who is head of a 
creative group at Mather & 
Crowther Ltd. and president- 
elect of the Advertising Creative 
Circle, avoids the bias of cither 


Reviewed By 
RONALD VICKERS 


manufacturer or designer; he 
gives due weight to both esthetic 
and physical considerations 

This is important because there 
is a tendency nowadays for pack- 
aging to be regarded as an artistic 
problem. It is an artistic problem 
but it is also a technical prob- 
lem, a marketing problem and a 
production problem. It cannot 
be adequately solved simply by 
employing some unshorn genius 
from the Council of Industrial 
Design; nor can the art depart- 
ment of an advertising agency 
provide the answer. The efficient 
solution of packaging problems 
necessitates a knowledge of 
materials, processes, type. display, 
colour and consumer and retailer 
convenience which it is beyond 
the capacity of an executive, 
burdened with other responsibili- 
ties, to master. How can this 
executive (who is often the ad- 
vertising manager) cope with the 
task of producing good packaging 
when it is thrust upon him? Only 
by calling in the experts. This 
book will help him considerably 
in the handling of the experts. It 
will tell him what they have the 
right to expect of him and what 
he has the right to expect from 
them 

Some large firms have a pack- 
aging committee. This works 
well provided the members are 
limited to the collection of up-to- 
date information in their respec- 
tive spheres and to agreeing upon 
minimum requirements for pro- 
jected packs. But once they have 
ensured that the designer is fully 
informed upon technical. market- 
ing and production factors and is 
fully briefed as to what is re- 
quired of him he should be left 
alone to get on with the job 

Mr. Jones devotes eight out of 
his thirty chapters to a concise 
history of the development of 
packaging in this country, tracing 
the effect of the appearance of 
branded goods to its present form 
as a dynamic selling entity in the 
self-service stores. 


The war years did not bring 
any new styles to packaging but 
they did galvanise manufacturers 
into finding means of protecting 
their goods against all kinds of 
climate, weather and rough 
handling. The new techniques 
and materials developed between 
1940 and 1945 undoubtedly 
broadened the range of possibili- 
ties open to firms secking a high 
standard of protective efficiency 
in their post-war packs. 

An interesting chapter in the 
last section of the book is devoted 
to a consideration of the choice 
of materials: this should encour- 
age those who read it to examine 
all the possibilities in this sphere 
instead of just accepting the 
traditional material as necessarily 
the best. Other chapters in this 
section of the book, which is con- 
cerned with the factors making 
for a good pack, are on colour, 
type. copy and so on. These 
chapters will be of practical 
assistance to those who deal with 
their packaging problems without 
expert help. 

The author is continually think- 
ing of the customer and he de 
votes considerable space to the 
discussion of ways of finding out 
what the customer likes and te 
what can be done to satisfy his 
unspoken preferences. Factors 
such as ease of handling. pouring, 
opening and so on are often over- 
looked by the designers of quite 
ambitious packs. There is also 
the retailer to be considered and, 
much forgotten, the producer 

The main value of this book 
lies in the completeness with 
which the author examines the 
numerous and varied considera- 
tions which need to be borne in 
mind in the development of any 
worthwhile packaging pro- 
gramme. Some of these, such as 
those dealt with under the head- 
ings of Research, Materials, etc., 
are stated directly and the reader 
can use these sections as a prac- 
tical guide, Other considerations. 
such as those that might be called 
psychological and organisational 
factors, best reveal themselves by 
a reading of the book as a whole, 

But whether it is read through 
from beginning to end or merely 
dipped into now and then it will 
provide the reader with much 
inspiration and valuable advice. 


IN BRIEF 


The Eneineer Directory and 


Buver's Guide 1950 (The En- 
gineer, 2s. 64.) lists, in handy 
form, engineering associations 


and similar bodies: firms’ ad- 
dresses; trade names and marks, 
a buyers’ guide; and an index to 
the many advertisers in the 
directory. 


| COMPANY MEETING 


ADVERTISER'S WEEKLY 


WESTMINSTER PRESS 
PROVINCIAL NEWSPAPERS 


Mr. J. B. Morrell on Newsprint Difficulties 


The Thirteenth Annual General 
Meeting of Westminster Press 
Provincial Newspapers Limited 
was heid on July 31 at the 


| registered office, Fleet Street. Mr. 
j 


| past year, 


Morrell, the 
presided. 
The chairman said 
Before proceeding with the 
formal business of the mecting, 
1 have to report with very great 
regret, that acting on medical ad- 
vice, The Lady Denman, D.B.E., 
resigned from the Board in 
November last. Joining the 
Directorate in 1933, Lady Den 
man materially contributed to the 
development of the business and 
was at all times fully conscious 
of the great responsibility of the 
Provincial Press to disseminate 


chairman, 


| news objectively and fairly and 


to keep the public, which your 
newspapers serve, fully informed 
of all matters concerning the life 
of the nation. ; 

Turning to the consolidated 
accounts now before you, you 
will see that the net profit attri- 
butable to the Westminster Press 
group for the year ended Decem- 
ber 31, 1949, after deducting 
taxation, amounts due to minority 
shareholders of subsidiary com- 
panies, and debentures and loan 
interest, was £163,759 compared 
with £115,077 for the preceding 
accounting period of nine months. 

After providing for the pay- 
ment of the preference dividend 
your directors propose a dividend 
of 20 per cent and a bonus of 
10 per cent on the ordinary 
shares—the same as before 
leaving £64,759 to be added to 
the carry forward making it 
£219,664. 

Our freehold and leasehold 
properties have increased by 
£58,848. Our plant and equip- 
ment have increased by £48,957; 
on the other hand £23,700 of our 
Debenture Stock has been re- 
deemed. It jis now more than ten 
years since the late war began 
and little replacement of machin- 
ery has been possible, but a 
small amount has been delivered 
during the year. At December 
31, 1949, our commitment for 
capital expenditure on plant and 
equipment was £701,995; since 
then we have placed further 
orders substantially increasing 
that amount. 

There have been wage increases 
during the year on the editorial, 
mechanical and distributive sides 
of the businesses. The cost of 
employee benefits borne by the 
Westminster Press group for the 
National Insurance. 
Pension Fund. Payments during 
Sickness, Ex Gratia Allowances, 
Gifts on retirement and Canteen 
Subsidi ted to £72,959. 


This represents 88-4 per cent of 
the net dividend paid to the 
Ordinary Shareholders 

Since 1930 we have had a con- 
tributory Pension Fund for our 
staffs, but during the year ar- 
rangements were made for the 
scope of the fund to be extended 
so that it is now available to all 
our employees. 

Growing circulations and im- 
proved methods of production, 
including the transmission of pic- 
tures by telegraph, require addi- 
tional plant, and replacements 
will be at least twice the pre- 
war cost, 

Whenever possible during the 
year we have strengthened our 
staffs to meet the growth of com- 
petition; we have also inaugur- 
ated a carefully planned training 
scheme for young people in our 
employ who are entering the pro- 
fession of journalism. 

In January of last year, after 
the freeing of sales of news- 
papers, our circulations increased 
and the small expansion in size 
which was subsequently permitted 
enabled us to give more informa- 
tion and news to our readers, also 
to meet the great pressure upon 
our space from local traders for 
their advertisoments. 

We have had many expressions 
of thanks from people belonging 
to all parties for the way in which 
they were served by our news- 
papers during the General Elec- 
tion. This was no casy matter 
with the shortage of newsprint 
and the extent of the news from 
the large number of constituen- 
cies in which opr newspapers 
circulate 

Owing to the action of the 
Government in prohibiting the 
fulfilment of the contracts entered 
into with Government sanction 
with the Canadian newsprint 
manufacturers for 1950 and 
1951 we are now faced with a 
scarcity of newsprint and re- 
newed restriction of sizes: at the 
same time British newsprint mills 
are being compelled to export 
40,000 tons more than was ex- 
ported last year 

We are now half-way through 
the year following this report and 
ate faced not only with a short- 
age of newsprint but also an in- 
crease in its price. The increase 
in the price of petrol too will 
cost us a considerable cum whilst 
im common with other consumers, 
coal, electricity and transnort 
will also cost us more. I am elad 
to know, however, that we have 
loval staffs who, I am sure, will 
co-operate successfully with the 
management in surmounting these 
difficulties 

The Report and Accounts were 
adopted. 
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ADVERTISER'S WEEKLY 


LARGEST NET 


SALE tn KENT 


KENTISH TIMES 


SERIES OF EIGHT LOCALISED 


EDITIONS 


AS.C. CEATIFIED NET SALES WEEKLY 


82, 


227 


The weekly average of small classified advertisements is 1,249 inches, equalling 5! columns 
Rates on application. 


Advertisement Flat Rate 20/- per s.c. inch 


TIMES BUILDINGS SIDCUP 
London Office: 329 High Holborn, W.C./ 


olse at Bromiey, Orp 


Tel.: Foots Cray 3077 (3 lines) 
Tel.: Holborn 2730 


. Eltham, Bexleyheath, Erith ond Dertford 


SPEED 
COMPETITIVE TERMS 


PROCESS ENGRAVING 
LINE, HALF-TONE, COLOUR 
STEREOTYPING 
NICKLED, MOUNTED, PIERCED 


TYPESETTING 


LINOTYPE (WEM. 4882) 


ALLIED PRINTERS’ SERVICES 
Edgware House, Burne Street 


QUALITY | 


Thetes Somelhing 
about BUMS 
COLOUR 

PRINTING 


thal reminds the 
practised Pruitt 
Buyer of, 


N.W. Cotourprint Lid 
Pad. 9905 |: Wem. 4882) pHONE VANDYKE 2553 
—— 
DISPLAYS 


EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


245 VAURHALL BRIDGE ROAD 
VICTORIA S.wW.1. TEL. VIC 0912.3 


put ree 
oan Y eERTisInS 


PRESTIGE ADVERTISING 
Callard 'ouse, 741 REGENT STREET. WI 
Tetaphone AEGert 352) 2877 «Cables: Prestad London 


ROTAPRINT & MULTILITH USERS 
We offer you « speedy Photo-Litho service 
that is second to none . Our speed is 
your sesset 
For QUALITY end RELIABILITY 
‘Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
D Academy Buildings, Fanshaw Street, N.! 


A 


COLOURED ENLARGEMENTS 
up to 80 sq. ft. in one piece 


The Autotype Co. itd 
London, W.13 


Brownlow Rd 
"Phone : EALing 269! 


IDEAS IN 
“PERS PEX" 


Spectalixt Manufacturers of Adver. 
Using Novettics, Dieplay 1 nits, 
ledectrial C omponucots 
Our Service i Comprehensive. from 


Desian to Finished Article 
ORBEX PLASTICS 
Buxtos St.. Loedon Rd., Manchester, 1 
Tel Ardwick 10st 


EXHIBITION STANDS AND 
| | DISPLAYS OF QUALITY 


T. BOBINSON 


STUDIOS, LIMITED 


{72a Plough Rd., Battersea, S.W.! 
Tel. Nos. Bottersea 5300 & 4886 


NEWSPRINT : COMMONS DEBATE 


Avoust 3, 1950 


(Continued from page 179) 
* 


nap on size or on circulation. 
‘oints from the speech by Mr. 
Bishop included the following: 

“Lately, some claims have been 
made by individual newspapers 
and groups of newspapers for 
special consideration on various 
grounds. The provincial and 
local penereen have been men- 
tioned. 

“But we have to be fair to 
oe It is quite true that a 
2d. provincia! weekly has the 
same number of pages allotted to 
it as a 2d. Sunday paper, but it 
has to be remembered that the 
nine-page ration which the Sun- 
day paper receives to-day, in com- 
mon with the provincial weekly, 
is a very much smaller propor- 
tion of that Sunday paper's pre- 
war consumption than it is of the 
pre-war consumption of the pro- 
vincial paper. Fair shares have 


not necessarily meant equal 
shares, in the sense of equal 
sacrifices. Under this system, 


those who had most to give up 
have given up most. This applies 
also to the great national dailies. 

‘Within the last 48 hours we 
have heard from the Board of 
Trade that there is a revised esti- 
mate of production from the 
home mills which will give us a 
few thousand more tons in the 
second half of this year, and for 
that we are very erateful. It may 
perhaps just make the difference 
in these next few months, though 
it is roo early to say that yet 

“The issue at the moment is 
this. In spite of the improved 
prospects of supplies that have 
emerged during the past week or 
two, wé still do not see any pros- 
pect for 1951 of any increase 
above the six-page basis. There 
is no reserve that we can see for 
any kind of emergency or disap- 
pointment in supply that may 
occur. There is no reserve for 
any special consumption such as 
a General Election, or any in- 
creased consumption for the 
Festival of Britain 

“The six-page basis is quite in- 
adequate for the peace-time needs 
of newspapers Today our 
newspapers are the smallest in the 
free world So from heing 
able to look forward to a gradual 
expansion and increase on the 
present six-page basis to at least 
an eight-page basis, we are at the 
moment faced with an immediate 
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SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD CROYOON 
ao ‘scomeet 5147-6 
HIGHEST GRADE SPEEDY mote 
CLEAN © SHARP 2 EXPRESS 4 

CRATTSMANSHIP OguvERy 


consutt us For DAY-GLO & 


crisis, and the immediate question 
whether we can even maintain the 
six-page basis to the end of this 
year. The Government have gone 
some way to meet us by the deci- 
sions they have made in the last 
week or so, but the issue is still 
open. 

“Many newspapers have told 
us that they are simply not pre- 
pared to cut their pages any 
further; they cannot do so if they 
are to do their duty to their 
readers and keep themselves on a 
reasonable cconomic basis.. A 
further cut will mean a return 
to the war-time basis of ration- 
ing by tonnage, each newspaper 
being given a quota of tons of 
newsprint and being left to de- 
cide for itself whether to keep 
within that quota by cutting its 
pages or by cutting the number 
of copies it prints.” 

Mr. Harold Wilson made these 
points: 

Although pulp was available 
for the full production of home 
mills as originally estimated, 
machines in fact were not 

Dollars authorised for impor- 
tation of pulp and pulpwood 
were sufficient to maintain the 
mills in this country in absolutely 
full production. The develop- 
ment programme should make 
possible another 100,000 tons of 
production beginning in 1952. 

Newsprint exports would not 
be licensed for a higher figure in 
1951 than they had been in 1950 

Newspapers should be able to 
avoid any further cut. 

“| hope that if tonnage ration- 
ing does have to be introduced, 
special consideration will be 
given to the position of the 
weekly provincial papers, . . . On 
newsprint grounds, there will be 
no need to impose a tonnage 
rationing cut on provincial week- 
lies. If a 10 per cent cut were 
applied, that would save only 
3,000 tons in the next five months 
and on newsprint grounds I do 
not think anyone would say that 
was necessary. If it were done 
it would only be to satisfy the 
canons of equality of misery.” 

In reply to Mr. Butler's sug- 
gestion, Mr. Wilson said he had 
already suggested to some of our 
friends in the Commonwealth 
that we should get together to re- 
view the whole question of news- 
print supplies. 


CANNOCK CHASE 


POPULATION OVER 65,000 


CANNOCK 
yy RN 


WEEKLY NET SALE OveR 190008 


HEAD OFFICE CANMOCK STAFFS TEL 2225 
LONDON. OO. FLEET STREET TEL CEN 7500 
BROCHURE ON REQUEST 
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Avoust 3, 1950 


CURRENT ADVERTISING 


Lewoolin Clothes Ltd. Appoint Derrick: 


New Underwear Account For Keymer 


ACCOUNTS MOVING 


To Paul E. Derrick Advertis- 
ing Agency Ltd: Lewoolin 
Clothes Ltd. and its associated 
company, West Auckland Cloth- 
ing Co. Ltd., manufacturers of 
ladies coats and suits. An ¢x- 
tensive market research is now 
being carried out. 

To Napper, Stinton, Woolley 
Ltd.: Roberts’ Windsor soap. 
Trade Press only at the moment. 

To Glovers Advertising Ld., 
London office: Hazichurst De- 
signs Ltd. (radio, television and 
electrical journals). — Grampian 
Reproducers Ltd. (music and 
radio trade papers). 

To New Era Advertising Ser- 
vice Ltd: Brown's of Scar- 
borough (nationals). 


NEW ACCOUNTS 


To D. J. Keymer & Co. Ltd: 
Invicta underwear, manufactured 
by Hine Parker & Co. (nationals). 

To Napper, Stinton, Woolley 
Ltd.: Jacques Ravisse lipstick, 
manufactured by Ravisse Ltd. 
This product will be sold by mail 
order only. Tests are now being 
conducted, including 34 in. dc. 
in the Sunday Pictorial 

To Holman Advertising: Con- 
trolled Flame Boilers Ltd. Tech- 
nical journals and trade direc- 
tories. 

To New Era Advertising Ser- 
vice Ltd.: Philip Stowe Ltd., 
manufacturers of greenhouses, 
sheds, garages and bungalows 
(nationals and trade Press).— 
Willow House Distributors Ltd., 
manufacturers of boilers, garden 


steps, ironing boards (nationals 
and trade Press). — Maynard 
Fashions (selected provincials 
and nationals). 

To Howards 
Manchester: J. Steventon & 
Co., Royal Venton fireplaces. 
Millers Dairies, Preston. 


NEW_ CAMPAIGNS 


For Aladdin Industries Ltd., 
manufacturers of paraffin lighting 
and heating equipment, in trade 
Press and, from September, in 
nationals, provincials, general 
interest magazines including 
Punch, Country Life and The 
Field, and women's journals 
Leaflets, catalogues and show- 
cards are available Agents: 
W. S. Crawford Lid. 

For Sunecta orange squash, in 
Midland papers including half 
pages in Nottingham dailies and 
evenings tying up with a 
children’s painting competition. 
Prizes, valued at over £250, in- 
clude six Raleigh cycles. The 
competition js also announced by 
means of posters, window dis- 
plays and point of sale material. 
A smaller campaign for Sunecta 
sampler bottles is running in 
papers in the Mansfield district. 
Agents: Gee Advertising Ltd. 
Leicester. 

For the Herring Industry Board 
to promote consumption of 
herrings, in selected provincials 
in Bristol and South - West 
England. Agents: S. H. Benson 
Ltd 


For Weetabix, to introduce a 
new pack designed for use of 
hotels, in catering Press. Agents: 
Cecil D. Notley Advertising Ltd. 
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The Persil pack on the right is being introduced by Crosfields 
(C.W.G.) Ltd., the Lever subsidiary, to supersede the one illustrated 


on the left 


Introductory campaign is at present running in London 
evenings and selected provincials. 


Agents: J. Walter Thompson 


Co. Ltd. 


For Zal disinfectant made by 
Newton Chambers & Co. Ltd., a 
half-page in the Daily Express on 
August 9. Agents: F. C. Pritchard, 
Wood & Partners Lid 

For George Woolliscroft & 
Son Ltd. manufacturers of fire 
places, in general interest maga 
zines including Punch, The 
Countryman, Homes & Gardens, 
House & Garden, and Ideal 
Home, from September. Placed 
direct. 

For Home Office Civil Defence 
recruiting in nationals and pro- 
vincials, 16-sheet posters, films 
and a travelling exhibition. Agent 
(for Press) Everetts Advertising 
Ltd. and (for posters) Seward, 
Baker & Co. Ltd. 


New Journal 
Analyses Sales Of 


First Issue 


A_highly-personalised direct 
mailing list to leading overseas 
mining personnel, and a three- 
basis circulation analysis of the 
first issue, are among. the 
methods used by Mr. Frank B. 
Goodall to launch Mining Equip- 
ment, an export journal for Bri- 
tish manufacturers. 

The name was known of every 
mine manager to whom a copy, 
was sent. Copies were not 
rolled; each copy reached its 
destination in a perfectly flat, 
new condition. 

The circulation breakdowns 
show: Readership by countries; 
readership by coal mines, gold 
mines, and other types of mines, 
and general readers; and the cate- 
gories of the readers. There is a 
guaranteed minimum circulation 
of 5,000 copies, but this number 
is exceeded for the second issue. 
Subscriptions, at 10s. 6d. per six 
issues, have come in from every 
continent except Australasia. for 
which there has not yet been 
time. 

Formerly with the Brittain 
Publishing Co. as circulation 
manager of The Recorder and 
advertisement manager of export 
journals, Mr. Goodall founded 
Mining Equipment at the begin- 
ning of this year He plans 
another export journal for early 
next year. 


Will Reproduce Art 
Work To Scale 


The Scale-o-graph, a device for 
tracing drawings to larger or 
smaller scale, has been designed 
by Mr. W. M. J. Sexton of C. 
Vernon & Sons Lid. and is 
being marketed by Clifford Mil- 
burn & Co. 


ADVERTISER'S WEEKLY 


BIRKENHEAD 
NEWS GROUP 


WIRRAL 


Weekly Net Sale 


46,744 


A.B.C. 
FLAT $.c. 
RATE ™@ INCH 


Head Office : 
62-68 Chester St., Birkenhead 


London ; David L. Clackson 


80 Fleet St., E.C.4. CEN. 2626 


COMMON LAME, KENILWORTH 
Phone: Birmingham STE. 4235 


on 


EXHIBITION 


SILK - SCREEN 


DISPLAY 


riestleys 


OF GLOUCESTER, 
"Phones : GLOS. 22281-2-3 
London TEM 7965-6 


POSTERS 


REGINA STUDIOS SIGNS A DISPLAYS) LTD 
nami ow? 


poston fear 


POSTER SITES 
BULLETINS 


G. F. KRUSE 
tTo. -e* 


37, Spring Street, W2 


PADOINETON 0108/7 


st 


+ “ em _ ~ eae i. > “i es os <- o% a fu < te Cd id 7 7s rvs ss : 
r : 207 P| 
t | 
0 
| 
a | po 
= |__| | 
FS a 
3: P|) $ 
. ee i 
= : 3 : 
a EXHIBITION ¥ 
: STANDS Mf 
thy on . 
. — DISPLAYS a 
4 ne i « ¢ ; 
re i ORNTONS (BIRMINGHAM) 4 
kk = 
os i IN 0 tate - 
po ms | 
cs Pe ; 
om aosiake a ZZ 
: , - oT ; —_— 
- — io om q 
My ; q ;, ‘ 
4 ‘ rj ee Oe ) t : 
id < 
: ers] i | : | . 
ae Scath avait . ' ; 
4 q algy y 4 a 7 
: Cz eB — 
© ; a. shes whit 4 - - 
. 4 Nikee t I one se the 
- 1 [ae er 
ia , : — ; 
RS be : 
a a 2 as . 
if i | ” " 
oe ee ; 
se . g 7 
ci—_— 5 
it ks ' 
i | 0 ee : 
& 
By 
x oom ° , 
ie ane ie aes eee eae ; en ee os eS ee % 


ADVERTISER'S WEEKLY 


THAT J, E. Berridge, director 
and manager, The Observer, left 
on Tuesday for a tour of the 
U.S.A. He will probably be away 
four or five weeks. 

* * * 
THAT K, R. Thorpe, advertis- 
ing manager of H. J. Heinz & 
©o. Ltd., flew to the U.S. yester- 
day (Wednesday) to study adver- 
tising methods at his Company's 
Pittsburgh factory. He will be 
away for five or six weeks. 

* * * 


THAT Kenneth Horne, sales ad- 
vertising director of Triplex 
Safety Glass Co., Ltd., is visiting 
Denmark and Sweden, where he 
will hold discussions with Scan- 
dinavian motoring firms and 
organisations. 
* * * 
THAT Will C. Grant, president 
of Grant Advertising Ltd., 
accompanied by his wife and 
daughter, arrived in this country 
aboard the Queen Elizabeth on 
Thursday last. And— 
* * * 
THAT Peter E. Deverall, vice- 
president of Grant Advertising 
Ltd., and manager of the India 
division, has come by air from 
Caleutta for conference with Mr. 
Grant. 


We Hear— 


THAT Charles Cawood, adver- 
tisement manager, Bath and 
Wilts Chronicle and Herald, 
addressing Bath Rotary Club on 
“The Press” recently, denied that 
advertisers swayed editorial 
policy. 

* * > 
THAT W. B. Morrell, director 
and manager of the Birmingham 
Gazette Lid, has been clected 
president of Birmingham Junior 
Chamber of Commerce. 

* * * 
THAT Harold Rootes, of Gold- 
berg Advertising, Sydney, 
(formerly with C. Vernon & 
Sons) was introduced on July 5 
(anniversary of his arrival in 
Sydney) to Lord Mayor O'Dea, 
who gave him a copy of The 
Soul of a City, a beautifully 
printed book on the New South 
Wales capital. 

+. * * 


THAT E. Searle Austin, a direc- 
tor of W. H. Gollings & Asso- 
ciates Ltd., has accepted an in- 
vitation from the British Federa- 
tion of Master Printers to join 
the board of examiners respon- 
sible for the Federation's annual 
gold medal competition in 


modern advertising layout. 


Have you seen? 


LONDON PALLADIUM 


LONDON HIPPODROME 
** Folie Bergere” 
CAMBRIDGE THEATRE 
** Ace Of Clubs” 


BLACKPOOL TOWER 
Out Of This World” 


DAY- 


THE AMAZING 
FLUORESCENT COLOUR 
as Silk-Screened printed by 


TRIBE BROS 7? 


14 POYNINGS ROAD, HIGHGATE, N.19 


PHONE ARC. 2926 
On the Publicity for 


GLO 


HIPPODROME, BRIGHTON 
** Starlight Rendezvous" 


“lee Capades 1950" 
EMPRESS HALL 


The proprietors of the 


“Rochdale 


Observer” took the staff for an 


outing to Liverpool and Llandudno on July 24 to celebrate the fact 
that the Wednesday edition of the paper had reached a circulation of 


30,000 
the “Rochdale Observer” and the 


David L. Clackson, London manager, proposed the toast to 
Heywood Advertiser.” 


and Norman 


Scott, director, said the target for the series was 100,000 by 1956, the 


centenary of the 


“Observer” 


Saturday edition. 


THAT Raymond Avery, director 

of Avery's Services,. has been 

presented by his wife Barbara, 

with a boy the r second child. 
* * 


THAT H. Seals (Veale & 
White Ltd.) has been appointed 
chairman of the Wholesale Tex- 
tile Association Publicity Com- 
mittee. The retiring chairman, 
C, Bell, remains on the com- 
mittee. 
. a 
THAT Edith Johnson, general 
secretary of the Publicity Ciub 
of London, now on hohday in 
Sweden, has met the vice-presi- 
gent of Gothenberg Publicity 
Club. Before returning she ex- 
pects to meet the president of 
Stockholm Publicity Club. 

* > * 
THAT J. Manger & Son Ltd., 
who introduced Shaka salt about 
a year ago without advertising, 
plan to re-package the product 
before the end of the year. And— 

* * * 


THAT a poster now being tested 
is expected to form part of the 
publicity campaign which will 
back the new pack. Agents are 
Saward, Baker & Co., Ltd. 

* * * 
THAT Sylvia Forman, public re- 
lations executive of Voice and 
Vision Ltd., who handles, among 
other things, the Westclox 
account, is to marry R. Muir 
Glen, managing director of West- 
clox Ltd., in September. And— 

* * * 
THAT though she is the niece of 
the Archbishop of Canterbury he 
will not conduct the ceremony 
because of pressure of other en- 
gagements. 

* 


- * 
THAT Miss J. B. Whittaker, 
honorary secretary of the Asso- 
ciates’ Circle of Birmingham Pub- 
licity Association, is going to 
Paris tomorrow (Friday) to see 
how the younger element of 
French advertising folk organise 
themselves into clubs. And— 
. * * 


THAT as advertising manager of 
the Bechive Warehouse, Birming- 
ham, she will accompany Miss 
Pauline Catton, winner of the 
“Beautiful Blonde from Bashful 
Birmingham” contest organised 
by 20th Century Fox Films, who 
will be wearing a travelling out- 


fit given by the Beehive organisa- 
tion. 

” * 
THAT Withoughby F. Dyer, Bom- 
bay manager of D. J. Keymer & 
Co., who has been in England on 
yo has just returned to India. 


* * * 

THAT on his return Miss Nora 
jomey, an account executive in 
his office, flew to England for 
four months’ leave. 

* * * 
THAT the Yorkshire Evening 
Post was delivered by helicopter 
to Sherburn on July 22, when an 
air race meeting was held there. 
The Post claimed this was the 
first time that newspapers had 
been carried by helicopter in the 
North of England. 


“ Wanted” Showcard 
For Detective’s Book 

A striking showcard headed in 
large type “Wanted” was issued 
to dealers for the recent launch- 
ing of the book “Fabian of the 
Yard,” by Naldrett Press Ltd. 
The book was also advertised in 
nationals, Sundays and a number 
of periodicals including the 
Police Review and, for test pur- 
poses, a sporting journal. The 
campaign was produced by Miss 
Eileen Watson, publicity mana- 
ger, and placed direct. 


YARDLEYS’ SOUTHAMPTON 
DISPLAY 

The Yardley display in Scouth- 
ampton, illustrated and described 
in our issue of July 20 (p. 128) 
was designed by Mr. 
Goulding who, as is usual in 
cases of this kind, first prepared 
a scale model. Arrangements 
were in the hands of Yardleys’ 
outdoor publicity agents, Wide 
Publicity: Ltd., and the display 
was, of course, built by 
Southampton Poster Services Ltd. 


ADVERTISING 
DIARY 


, Augest 11. 

Pumucity Ciun OF Lonpom 
“Littl Journcy” to Buster 
Crabbe’s Aqua Parade, Wembicy 
7.15 pm 


August 16 
Punuiciry Ciue or Lereps “Little 
Journey” to Yeadon Acrodrome, 
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Southwark Fair, some- 
cimes referred to as “ St. 
Margaret's Fair”, is here 
shown in 1749 but was 
established by letters 
patent in 1540. 


Standfitting Costs 
have tisen 


When they held a Fair in 1749 the ‘ stands’ cost very little. A 
rough platform or table and a simple canopy sufficed. But Fairs and 
Exhibitions are only mirrors of the times, and in these days of keen 
competition and high standards of design they must absorb much time 
and money. Some Exhibitors say that the limit bas now been reached, 
that Standfitting is costing too much. We agree, and bere at Olympia 


we are making it our business to keep costs down. This does not imply 
that we aim at anything less than the best; it is largely matter of 
planning abead and using materials wisely. Why not ask our repre- 
sentative to call and beve a talk about the way we work ? 
OLYMPIA STANDFITTING 


OLYMPIA LIMITED ' LONDON - W1i4 : PHONE, SHEPHERDS BUSH 5366 
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LIVERPOOL EVENING EXPRESS 
asc. 109,638 


January/june 1950 


55 Victoria Liverpécl, | Phone Central 6601. London Office: Mersey He 
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ADVERTISER'S WEEKLY 
PUBLICATIONS 
NEWS AND NOTES 


Ford’s New Farm 


Journal 


The Ford Motor Co. has pro- 
duced a new bi-monthly agricul- 
tural journal. Entitled Fan, a 
will for the time being be distri- 
buted through the Company's 
dealer organisation, but will ulti- 
mately be sold on bookstalls at 
6d., with overseas distribution by 
the Ford Export Division. July/ 
August issue contains 48 pages, 
84 in. & St in., plus covers, 26 
pages being advertisements. There 
is)6©a@ «6onumber of authoritative 
articles on various aspects of 
farming with photograph illustra- 
tions Cover carnes a colour 
picture of an Argentine plough- 
ing scene 


Among the advertisment pages 
in the current British Vogue Ex- 
are five carried out 
by Vogue studios, or by Vogue 
photographers, one in co-opera- 
tion with the agent. Of these, a 
colour page for Pagodette 
Fabrics, made by Ashton Hoare 
& Co., Manchester, was prepared 
froma direcvengraving. A double 
page colour spread and the back 
over were taken by the Dacca 
Mills Co., for Dacea fabrics, and 
Sir Jacob Behrens & Sons have 
taken two separate pages, both 
in colour. The issue contains a 
new feature, which will be regu 
lar, a four-page market report 
giving editorial reference to new 
products, for the benefit of over- 
seas buyers 
With its Motor Show number 
in October, the quarterly Good 
Motoring is to become a monthly, 
and will be redesigned, enlarged, 
and have a guaranteed net sale 
(bookstall and subscription), of 
30,000 copies a month 
7 issue, 
carry 
instead 
The new 


As from the September 
Exchange and Mart wi!! 
four columns to the page, 
of three as at present 
column width will be | 7/8 in 
(instead of 2 5/8 in.), the column 
depth 114 in Advertisement 
rates will be unchanged 

Tying up with the serial, “The 
Windsor Story,” which com 
mences on August Glamour 
is to be advertised in the Daily 
Herald, Daily Mirror and provin 
cials. Spaces uo to Il im. triple 
have been taken 


Argus Press Lid are planning 
a new weekly publication, Com- 
petitors’ Journal, which wi! sel! 
at 2d 


oy Roost Herald 
Evening Post, both of 
Elizabeth, South Africa 
lished by Fastern Provinee 
Newspapers Ltd. South African 
Newspapers Ltd. are the London 
agents, and not the publishers, 
as stated in our issue of July 20 


and 
Port 
ire pub 


S mat 
ss SERVICE 
ROTHERPRAM 


SUN ENGRAVING Co. Ltd 


Specially equipped to deal with large 
Press Campaigns throughout. 
& ENGRAVING 
ADSETTING 
) STEREOS . 
, ELECTROS . 
"Phone: TEM 825! 


SCOTTISH STUDIOS & ENGRAVERS 


offer a unique & complete servece for 


| PROCESS SUPPLIES | 


[ SILK SCREEN MATERIALS } | 


SILK BOLTING CLOTH 
COTTON ORGANDIE 
RAYDON SCREEN 
COLOURS & SCREEN 
PRINTERS’ SUPPLIES 


GEORGE HALL 
(SALES) LTD. 
111) Wellington Rd. South 


Stockport 
Telephone : Stockport 3375 


| [_PHoToGRAPHERS |} | 


POLO LOLDO LLL LLL LDDD DL ODDO DIA 


A.C.K. WAR E | 
(PHOTOGRAPHS) LTD. 
Photographers to leading advertisers 
and industriahst:, m COLOUR and 
BLACK AND WHITE (MET 9836) 


Pomeroy House, Basinghal! St, London, E C.2 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AN 
INDEFINITE PERIOD 
Simple to use and very economical. 
Small somple supplied on request 


THE S.D. SYNDICATE LTD. 


4-6 EARL 5ST., FINSBURY, LONDON, E.C.2 


Telegrams : 
éSSDe ECOP, 
FINSQUARE. 
LONDON 


[_GENERAL PRINTERS ] | 


your problem 
1S OUR BUSINESS! 


We have the plant, crafts- 
men and enthusiasm for 
high-class trade printing 
Why not talk over your 
print problem with us? 


F.W.WHITE& CO 
Trade Letterpress & Litho Printe:s 
ALBION HOUSE, NEW NORTH ST 
THEOBALDS RD. WC! HOLL 943/ 


MATTACOL 


DISPLAY PRINTS 
. 
From postage stamp to 
poster in single copies 
or quantities 
7 
LONOON AREA 
ROBERT P. HYMERS LTD 
} 17 Clifford St. W.) MAY fair 6768-9 
NORTHERN AREA 
R. DIXON, : 3} Curzon Rd | 


Stretford, Manchester 


morland 
BRAITHWAITE Ltd. 


A COUNTRY-WIDE PHOTOGRAPHIC 
SERVICE. industrial Commercial 
Colour Films . Aerial 

Architecture. 
975 STRATFORD ROAD, BIRMINGHAM, 28 
Telephone No- Springfield 227! 


| SILK SCREEN PRINTING } 


Display Artists 
Silk Screen Printers 


YARINATNaaes sone 
ADVANCE 


PUBLICITY 
LIMITED 
149 WARDOUR STREET 


LONDON, W 
GERRARD 8236 


oe —_ bala: 


v. C. RAYMENT 


AND COMPANY 


ARTCRAFTS Ltd. 


PLENDER PLACE, CAMDEN TOWN, N.W.! 


EUSton 14167 
WINDOW jf 
DISPLAYS - 
INTERCHANGEABLE 
METAL LETTER SIGNS 


SILK SCREEN 
PROCESS PRINTING 


EXHIBITION 
STANDS 


| SCALE MODELS ) | SIGNWRITING E 


SCALE MODELS 
for all purposes 
JEL PUBLICITY 


30 Maple Road, Surbiton, Surrey 
Write for illustrated leaflet 


SIGNWRITING & MAKING 
Signwriting - Signs Manufactured 
Pictorial Work « Showcards 
Silkscreeming Printing 

Al! enquiries to 


IMPERIAL SIGNS 


(Hartington Publicity Led.) 
10la Hartington Rd., London, $.W8 
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| COMMERCIAL ARTISTS LL ARTISTS } 


oenrers AND PRODUCTION OF 


For distinctive artwork 
(from a thumbnail co an 
imaginatively conceived Brochure) al- 
ways with an eye to the economies of 
reproduction, contact the artists’ co- 
partnership -— 

CO-OPERATIVE ART SERVICE LTD 

ta Doughty Street, W.C.1 - Hol 1411/5707 


TECHNICAL ILLUSTRATION 


Exploded and cut-eway perspectives in 
ine, tone, etc.. for instructional, spare 
parts or advertising purposes. 

A Specialist Service for the engineer 


“4.7. 
Phone Derby 59595 Grams Extruded Derby 


In the name of 
“Good Sewce 


SERVICES £70. 


ARTISTS - DESIGNERS - BLOCKMAKERS 


18-20 ST. JOHN ST, LONDON, EC) 


rrecnet Comers = 


SPECIALIST SERVICE 


IN PERSPECTIVE DRAWINGS AND 
ILLUSTRATIONS OFFERED To 
STUDIOS, AGENCIES & MANU- 
FACTURERS 
Subjects covered 

INTERIORS & FURNITURE PERIOD 
OR MODERN, STILL LIFE, INDUS- 
TRIAL SUBJECTS, DISPLAY ETC. 

by experienced Artist-Designer 

R. L. TUMELTY 

B.A. (MIC), LSIA. ALBD. 

44 SPRING 


, DIDSBURY 
MANCHESTER 20 Tet. DiDsbury 4613 


FASHION 
ARTIST 


MARGARET JACKSON 
104 Stainburn Crescent 
Leeds, 7 


MACHINERY - 
FOOTWEAR - 
FASHION - 

U Muth 

v, IDEAS FOR 

ALL PURPOSES 


pol 


LAYOUT AND 


|_ BLOCKS & DIES} 


BRASS BLOCKS & DIES 
Brass blocks for Foil blocking on 
card of plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc Scael dies for metal 
NOB8BS & AYCKBOURN 


| DISPLAYS EXHIBITIONS } 


FOR DISPLAYS, EXHIBITION STANDS, 
SIGNS, BULLETIN BOARDS, 
designed, constructed, instailed, by 
experienced organisation with a 
name for high-class prod 


ADVERTISING NOVELTIES } 


WE SERVE 


ADVERTISERS 
with 
INSCRIBED ARTICLES 


RANGING FROM 
CHEAP GIVE-AWAYS 
To 
ENDURING GIFTS 
FOR EXECUTIVES. 
ADVERTISING NOVELTIES LTD 
NATIONAL AD-PENCILS 


182! CHARTERHOUSE SQ... LONDON, EC! 
Telephone ; CLE 7110 


| PUBLISHERS } 


CHORLEY & LEYLAND 
LANCASHIRE 
Advertise in che Weekly Newpaper 


chat 
circulates in over 80%, of the homes in 
this prosperous locality 


The 
CHORLEY GUARDIAN 
and 
LEYLAND ADVERTISER 
ABC 17,06! Dec. '49 
34 MARKET STREET, CHORLEY 
30/32 FLEET STREET, £.C.4 
CHORLEY 2705 LONDON CEN 2786 
GENERAL PRINTERS & PUBLISHERS 


Consult 
COOK'S DISPLAY 


UMITED PARK 8652/3/4 


EXCISE THE EXES FROM 
EXHIBITIONING AND 
WINDOW DISPLAY 


20 years of experience ir making and 
butiding stands and window displa, units 


DISPLAD LTD. 
Manchester, |5 
Telephone : Blackfriars 0856 


| CUT-OUT LETTERS « SIGNS } 


3 out of every 4 SITES 
in BOLTON belong to BLEAKLEY'S 
BLEAKLEY’S 
dominates 
BOLTON 
(Greemhaigh & bowery: 4 tad Trinity Se. 


| PACKING j 


DESPATCHING 


SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 

E. CHRISTIAN & CO. LTD. 

10a De Beauvoir Square, N.! 

Clissold 3443 


shtating | 
Ape ees 
LONDON INDUSTRIAL ART (19 


bubbiten Place SR Tel FLA Otte 
noe bert 1a Rood Wit 
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Legal and 


Gazette 
New Companies 


¥. C. Stowe & Co. Let. Sign maker 


and writers Nomina! capital £1,000 
Directors: F. € om, Kathicoen M 
Wriem and W. A. Green 


Demsk (Powel Publicity) Led. 168 17) 
Temple Chambers, Temple Avenue, EC 4 


Advertaing and publictty ageetm and 
apes calenes Nominal capea! it ome 
Durectors hathicen Makey and 
Mariorte W. du Vivier 

Cambeny Publications Lid. Clarence 
Chambers. Clarence Street. Cloucewer 
Proprietors. printers and publichers of 


technical and 
caottal (2.500 Derectors 
and W. G. K. Ames 
144. Manufacturers of and 
dealers in posters, placards, stems. show 
cards and other advertining deviews 
Nowsinal capital 4100. Director: M. T 
Harrawsy and Madge ©. Skinner 
M. G. Seo Lid, 2. Bream Buildings 
£cA4 Printers, athoners, sewepaper 
Proprietors capital 
Directors Scott and M ©) Seou 
c. & G. (Diepley) Led, Te, Chats 
Siveet, Wl. Showcard, dieplay and ad 
verte printing. interior. exterior and 
window displays Nominal capual £100 
Derectors A johnn Cooper and 
Fr. R. Gough 
(oegtes & Co. Lid. % Tyne View 
Lemingten. Northumberland Newsagents 
bouksellers printers and puliishers 


other magecions. Nominal 
G. D. lobnstone 


Nominal capital 1S 000 Directors 
Dorethy Ayssough. R. Cogetm and ) 
Turnbull, jonr 


leors ink Co. Lid. 0% 
Warner Road, Camberwell, $6.5. Nomi 
£1,000 Directors: J w 


NOTICE Or DIVIDEND 

Twewrern ADVERTISING 
publicity agents No. 09955 of 1948 
First and final of is 430 in the ¢ 
payatic August 7 at 2-3. Duke Surcet, S 
James's, SW 


WILLS 


Me Geoece Rictasp Lioyy. chairman 
of the Satie, tet 410.2% & gos 
£9,452 45 id. net 


Mae. Jottan Mocaroen. director of io 
formation «ot the Sowth African High 
Commistioner’s Office Loadon sim « 
1942, lefts £2,511 ide. 2 

Ma. James Mirowett Sirvctam, public 
relations officer to the Liberal Party since 
1-47 left c3.879 ile eom 
£3,525 Ss. 2d. net 

Me Kewwere Woltsroee Rosmerow 
publicity manager of the Polytecunic 


Tourtng Association, left 14.569 ite Sd 
erom, £4,268 %. Sd. net 

Se Cureseer Wursm Wrttsnen, 
einor of Whitakers Almanac tor $5 
years, left £14,784 ts. Sd. grow, €13.326 
its, 9d. net 

See Apam Matrianp. formerly chair 
man of the Poll Mall Gacrtte and Globe 
left £49.469 7s. Bd. grows, £96.819 108 Oe 


many years commercial artist to Eyre A 
of Chemerfield. lett 
ws. 44. grom, £1.207 14s. ne 


Changes Of Address 


Motor Body: to Whitefriars 
House, 68 Fleet Street, B.C4. 
* * * 


Studio of G. Street & Co. Ltd: 
to 9 Angel Court, E.C.2. 


* * * 

Harding & Giles, artists’ agents 
to 35a Thayer Street, W 
* * * 


Warren Co. Lids to 
45 Russell Square, W.C.1. 
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CLASSIFIED ADVERTISEMENTS 


ASSISTANT TO 
publishing howse 


sell space On Sigh grade media 


lem) opportunities Salary snd com- 


mason full particulars of age. 


ea’penience and temuneration require! to 
Box 325 Ad. Weekly 180 Fleet S& BCS 
FIRM of Toy 
Amimant De- 
capable of creative 


VERY PROGRESSIVE 
Manufacturers require 
signer, age 22-4 


work and vereatite in all forms of com 


mercial art and design, must have good 
letter- 
work and reproduction 
opportunitie: of 
advancemem for right man; iical con- 
canteen. Full 
salary required, 
Merit 


knowledge of packaging. display 
ing, catalogue 
processes excellem 
ditions, modern factory 
detaila past expericnce 


ek, to J. & L. Randall Lid 


House, Potters Bar, Middicsex 
TUNTOR ms. ASSISTANT PRODUC. 
TION MAN secking position giving ex 
ceptional scope is invited to apply to 
Publishers of technical and other 
Magasincs Ability to put publications 


to pres Knowledge handling advct 
tieing and editorial copy, blocks, keep 
ing records, etc 
initiative and take responsibility 
full details of ecxperionce 
required to 


Box 108 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT 
MANAGER required for old-cmabished 
Young man of good 
address with some expericnce. willing to 


Able W work on own 


and salary 


LETTERPRESS 
PRODUCTION 


National Advertiser (London) 
requires a capable man to 
control the Letterpress Sec- 
tion of Advertising Depart- 
ment. Applicants should 
possess a thorough knowledge 
of commercial typography, 
process work, print and paper 
buying. Administrative ability 
and a methodical aptitude to 
deal with a wide scope and 
volume of work are essential 
qualifications. An appreciation 
of sound commercial art in- 
tended for line and half-tone 
would be a 
great advantage. 


reproduction 
Preference 
will be given to a man of 
30-35 years. 
salary £450 per annum. Super- 


Commencing 


annuation and excellent pros- 
pects. Write Box AW 590 


L.P.E. 


110 St. Martin’s Lane, W.C.2 


eeonuc TION ASSISTANT required by 
n 


ec L ond a an Agency 
Y oune man ed 20/2) Previous 
Agency expartens ¢ €0 asset, but »( 
ewecnial Congenial position with scope 
for rami advancement. Applications in 


own handwriting shou 


d be concise, and 
indicate salary cxpecte 


! 
Box 350 Ad. Weekly 180 Pleet St BCS 
COMMERCIAL ART DEPARTMENT 
Of producers of publicity material and 
Photographic showcards have vacances 
for Artists specialising in any r all 
Procews retouching, cok ] 
out and lettering Age 
Particulars in confidence, before inter 
view with specimens 
Box 310 Ad) Weekly 180 Fleet St BCS 
PRODUCTION. Young axsistant—male 
or female with some agency cxperimence 
fegquired w handle Production vf 
advertisements and print in medium 
sized London Agency Write masing 
age, expericonce and salary required 


Box 156 Ad Weekly 180 Fleet St BOS 


Additionsl tee of 94. is 

insertions, 5%, on 13, 10 2%, 154, om & 

imsertioas M BE a. | Address: 
i . ‘Ae 


s. per APPOINTMENTS WANTED 
nae as cba! amon ie Gh on ie 
three lines, Each line consiots average of 


APPOINTMENTS VACANT 


RETOUCHING 
ARTIST 
Required by Studio of 
Advertising Agency 
384 hour week, full holiday 
and sickness payment 
scheme. Salary £500—£750. 
Interesting work, excellent 
conditions and permanency 
offered. 
confidence to 


Write fully in 


Sox 179 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SUBSTANTIAL ENGINEERING FIRM 


in Hertfordshire 
Technical 
Preparation of Ait publications 


requires 


services of 
Author to be responsible for 
Picase 


write giving full details of education 


subsequent employment and salar 
> $3894 Sano 


Mortimer St., 


y 
n 


London, 


ART EDITOR required for group of 
specialised journals, Must be a com 
pelent artist and a good ideas and lay- 


out man 
 cesential. Salary £750 
strict confidence to 

Box 319 Ad. Weekly 180 Fleet St BC 
ST CLASS STUDIO of 
vertising Agency bas 
a General Commercial Ub 
Manding ability The salary offered ; 
excep and based solely on th 
quail ations of the successful applicant 
Appointment would provide for holida 
arrangements made 


Production {experience not 
Write in 


4 


London 
for 


s 
c 


Box 411 Ad. Weekly 180 Pleet St Bes 


LAYOUT. AN EXCEPTIONALLY IN 


TERESTING VACANCY has occurred 


in London Agency with a reputation fo 
first class work The post carries 


if 
4 


commencing salary of not less than £800 
p.4., and should prove a solid advance 


to the right man 
days need not deter applicants 


The Question of holi- 


Hox 312 Ad. Weekly 180 Fleet St BC4 


CARLTON ARTISTS 
LIMITED 


require 
THREE 


experienced 


GENERAL 
ARTISTS 
3 - 5 year 
contracts 
offered 
telephone or write 
Cariton House, Gt. Queen St. W.C.2 
HOL. 404! 


YOUNG WOMAN, sac 


approx. 20 or 
Over, required for Copy/ Despatch dept 


ot London Agency. Previous cx 


not essential. Good salary offered and 
holidays for this year will be con- 
Write fully including age. cx- 


ne mee, if any, and salary required to 
jon 130 Ad. Weekly 180 Pieet St BC4 


PRODUCTION young man, age 20/21, 


with previous Agency experience re- 
quired by London Agency 
offers good opening and salary 
days would be conndered Write fully 
age, expericace and salary required to 
Box 127 Ad. Weekly 180 Fleet St EC4 


WE NEED 
A MAN 


of outstanding ability, as space 
seller to handle a unique and 
valuable publicity project al- 
ready approved by 
leading advertisers. 
conditions and generous re- 
muneration. Apply with 
particulars of experience. 
GENERAL SIGNAL 


AND TIME SYSTEMS LIMITED 
73 Great Peter St., London, $.W.! 


ALL-ROUND ARTIST AN!) LETTERER 


required with good desigr, sense. Must 
be Quick worker Mainly technical 
accounts Phone of write Philips 
Advertising Lid Thanct House 
Craven Road, W.2. PAD 9266 


FIRST CLASS a ARTIST 


required. Good salar didays. Five 
Interesting 


we 
Box 301 Ad. Weekly 180 Picet St BC4 


CANDIDATES FOR 
THE AA., LLP.A., and 1.S.M.A. 
EXAMINATIONS 


are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 
awarded in recent years and 
1.S.M.A's Pickup Medal in 1944, 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised, 
in modern Advertising, Sales- 
manship, and Sales Management. 
Send for our 28-page booklet 
“Advertising” or ‘‘Salesman- 
ship and Sales Management’ (36 
pages). Each is packed with 
practical information. They are 
free. So are the willing services 
of our Advisory Department. 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS LTD., Dept. A.W. 
international Bidgs., Kingsway, W.C.2 


COPYWRITER AND LAYOUT MAN 
with 


all-round agency cxperience and 


first-class references, required for pro- 
gressive post Scot 
ox 303 Ad. Weekly 180 Pleet St Et 
SPHCRET ey <a TYPist 
required for y artmemt of 
Thorn Electrica inde . - Ltd. Some 


previous experience 
advantage. 5 day week 


dictaphote an 
Interesting and 


progressive post for intelligent young 
lady Write with full particulars to 
Staff Manager, 105/109 Judd Street, 
we 


ae E — EST = — West_ End 
Art + 


wmuMerch. requires Man- 
aa capabte f - “" cing first class 
visuals) Write stating experience, salary, 
to Managing Director 
Box 247 Ad. Weekly 180 Fleet St BC4 


Auoust 3, 1950 


PPOINTMENTS VACANT 


LAYOUT MAN 


for medium sized agency 
working mainly on tech- 
nical advertising. Must be 
able to produce good 
ideas and finished roughs. 
Salary from £600 — £700 
according to ability. 


S. C. PEACOCK LTD. 


17 AIR STREET, W.! 
REGENT i068! 


Fu. ING 


LETTERING ARTIST, experienced man 


or woman, for Advertising Department 
of industrial firm, North-West London 
Box 321 Ad. Weekly i180 Fieet Sc BC4 


ILLUSTRATIVE DRAUGHTSMAN for 


top-erade acrograph and 

versatile General ARTIST A REP- 

RESENTATIVE welcome too rite 

bey oa Lid., 165 

Gray's Inn Road ci Tel. TER- 
54-5 


CLERK (Male). wanted by 
London advertising agency. Ideal job 
for a healthy man—age 45 $0—with 
“pigeon hole mind.” Previous know- 
ledge of newspapers or advertising is 
essential. No Saturdays. Apply 

Box 318 Ad. Weekly 180 Fleet % BCA 


The best 
‘are 


good enough 
(JUST ABOUT) 


We have room for three or four 
artists. We do not mind 
whether they are retouchers, 
letterers, illustrators or figure 
men, the important thing is the 
standard of their work. The 
men we want should be capable 
of producing work that will 
make the finest Art Directors 
and Studio Managers purr with 
satisfaction. If you can do this 
the right salary and conditions 
await you. Please telephone for 
an appointment. 


PENTAGON 


Design Services Limited 
WELBECK 5445 


COPYWRITER AND 


DRUCE & CO.., 


IDEAS MAN 
required by book publishers to plan and 
carry through salcs-promotion § cam- 
paigns from start to finish, Exceptional 
particularly imtcresting 
5 with the right 
sort of expericnce Salary £500-£600 
Write fully. in strict confidence, to 
Box 320 Ad. Weekly 180 Fleet St_BC4 
LTD., require an Adver- 
tising Manager to take complete charge 
of this section of the Company's busi- 
ness Apply by letter stating age. 
qQualificauions and salary required in fret 
instance two Staff Office, 6 Baker 
Mreet A! 


SCOTTISH AGENCY has vacancy for 


versatile artist with original ideas 
Only those with agency experience need 
apply Full details to . 
Box 302 Ad Weekly 180 Fleet St BC4 


OPPORTUNITY OCCURS in Adverts 


ing Department of important cngineer- 
ing company for man 30/35 years 
Applicants must be experienced in pre- 


paration of catalogues and technical 
luwerature, preferably Valves. Fitungs 
Apply 


Box 250 Ad. Weekly 180 Fleet St EC4 
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Auoust 3, 1950 


APPOINTMENTS VACANT 


COPYWRITER 
REQUIRED 
We are looking for someone 
who will set into the Production 
Team in the Publicity Depart- 
ment of a large Travel Agency. 
He will have the opportunity 
to create advertisements and 
will be expected to work on 
both Programmes and Folders. 
Full details to 


Bex 323 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SILK SCREEN MAN, firs class stenci! 


cutter, with full knowledge of proces. 
: p t is is Dw with bonuses 
ondon area ‘ 
Box 249 Ad. Weekly 180 Fleet St ECS 


GENERAL CREATIVE ARTIST required 


by Periodical Publishing house with 
agency of studio experience. Must have 
sound knowiedge of lcticring and photo 
retouching. Apply, firs by letter, stat 
ing a qualifications, experience, and 
salar 


Box Yn Ad. Weekly 180 Fleet St BC4 


A WEST END STUDIO 
requires 


LETTERING ARTISTS 


who can work quickly and have a 
command of modern styles. 


Also a 


RETOUCHING ARTIST 


who is really able to do figure 
retouching as well as normal 
work. Positions carry top 
salaries with excellent prospects, 
5-day week and pleasant working 
conditions. 

Write, giving full particulars 
of experience, salary required 
and approximate times when 
free to call with specimens. 

Bex 332 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SEVERAL CAPABLE SHORTHAND 
TYPISTS required by Press and Adver 
usine Division of world-famous firm 
Would suk residents in West London 
area {646 105 per week according 
to experience emeresting work, good 
canteen facilities, 5 day 


ck 
Box 7 Ad. Weekly 180 Fi leet St ECS 


ADVERTISER'S WEEKLY 


| CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


FULLY EXPERIENCED ASSISTANT 
required in Adverusng parimemt of 
large Engineering Company in Cardiff 
salary required to 

29 Hernford &., 

SPACE REPRESENTATIVE. vas 
LANCE, required wo work in Eire and 
Northern Ireland for an Angling 

Good proposition, good com- 


mason. Needed quickly ? 
Box 317 Ad. Weekly 180 Fleet St BC4 


A FIRST CLASS 
OPPORTUNITY 


arises for & young man 
with Agency 
to take over 
Department in old estab- 
lished Agency handling 
National Accounts. Only 
applicants with all-round 
Agency experience will 
be considered Write 
stating age. experience 
and salary required to 


Box 307 
Advertiser's Weekly, 180 Fleet Se., £.C.4 


YOUNG LADY with some knowledge 
of music required for amuting in pre- 
perauon of gramophone record iitecra- 
ture Some knowledge of printing 
preterred Attractive salary 5 day 

week. Good canteen faciiiics. a 
ut reidem in West London are 
Box 36 Ad. Weekly 180 Fleet x i) 


APPOINTMENTS WANTED 


YOUNG MAN, 29. secks situation in 
Adverusing. Experienced display work 
Good draughtsman—figure. Remunera- 
von of secondary importance 
Box 255 Ad. Weekly 180 Fleet St BC4 

YOUNG LAYOUT MAN. creative, versa- 
tile, demres suitable position in Agency 


Free-lance work considered. Varied 
experience 
Box 304 Ad. Weekly 180 Fleet St BC4 


LADY ADVERTISING EXECUTIVE, 
with good all-round knowledge of 
Agency work 
Fashion and 
Public Relavons 
Creatiwe Mind. 


Box 3129 Ad. Weekly 180 Fleet St BC4 
SALES PROMOTION PLANNER re- 
quires executive position Analysis 
inter pretat planning, from produc 
ton © publicity levels, Agency and 
facturer capencnce (Home and 

ion markets) Background in- 


cludes Market Research, Copy-visuall 
sation to { ~, a= D een 
Graduate (Woman 18 

Box 315 Ad. Weekly 1h Feet Ss BCs 


L.P.€. 


have a vacancy in their 


COPY DETAIL 
DEPT. 


for a young man with good 
knowledge of typesetting and 
blockmaking processes and of 
advertisement production 
routine. Apply, stating age, ex- 
perience and salary required, to 


Manager, Copy Detail, 


LONDON PRESS EXCHANGE LTD. 
110 ST. MARTIN'S LANE, LONDON, W.C.2 


LONDON PHOTOGRAPHIC STUDIOS 


specialising in colour but with full 
facilities for fashion commercial and 
sill work require live representative 
Full particulars age. experience, salary 
before interview to 

Box 203 Ad. Weekly 180 Pleet St BC4 


RETOUCHING MANAGER desires 
change Fully experienced Ist class 
work Equipped for working at home 
Salary required £750 p.a. (Minimum) 


Apply 
Box 246 Ad. Weekly 180 Pleet St BC4 


ADVERTISING 
MANAGER 


There are no doubt some large 
industrial organisations who are in 
need of an executive who can take 
entire charge of their publicity 
interests—no matter how extensive 
or complicated. | am such a man, 
with 30 years of hard practical 
experience behind me. My present 
appointment, held for many years, 
no longer satisfies me. if you wish 
to place your advertisement control 
in the hands of a really competent 
senior advertising manager, will you 
please write now to 


Box 328 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING EXECUTIVE, aged 38 
Twenty years experience with one firm 
as Advertsing Manager and 
seller of daily paper 

« ww ial 


space 
Good knowledge 
printing Excellent 


Bor S20 Ad Weekly 180 Fleet St BC4 | 


APPOINTMENTS WANTED 


THE ENEMY WITHIN 
& very active after the boliday. Too 
lle time for wo 
Perhaps I 
enereciic pot 
scteened-—-ideal assistant for that over- 
worked Advertsing M ect, Write, 
ming rough layout, of appointment 
All applications acknowledged 


Bex 134 
Advertiser's Weekly, (60 Fleet S., £.C.4 


WOMAN 


ACCOUNT EXECUTIVE 
ENPERIENCE sceks new appointment 


with Agency of Manufacturer, Good 
Personality and appearance Would 
comider any senior position where 


sound experience 
round 


essential 
Box 333 


and « firsi<tess all 
adveriising background are 


Ad. Weekly 180 Pleet Si BCS 


PRINTER'S EXECUTIVE 


QUALIFIED ACCOUNTANT, experi- 
enced quality letterpress production 
including layout, practical silk-ecreen 
operator, requires change. Executive 
position or active partnership in 
established or new venture 


Bex 253 
Advertiser's Weekly, 180 Fleet Sc., £.C.4 


cuT 
YOUR cosTS 


Advertising Managers 
consult 
UNIVERSAL SIGN ERECTORS 
For All Outdoor Publicity 


233 Gapham Road, 5.W.9 
Brixton 4271 


FOR SALE 
At well Below Cost 
Large and varied stocks of sluminium 
alloy sheets available at substantially 
below factory prices. 
Enquirres invited for mirumum | ton lots 
LEOPOLD LAZARUS LTD. 


FREE LANCE SERVICES 


TO ARTISTS’ AGENTS 

A FIRST CLASS FIGURE ARTIST 
of wide experience in the field of ad- 
vertising, now living on the $. Coast, 


desires adequate representation by an 
established agent with an 


Crremicte Buildings, Corporation Street 
Manchester 4 


Se, Seaphens Street, Cirminghom 6 


ACCOMMODATION 


TWO NEWLY decorated back rooms on 


second floor of Ficet Street building to 
let on hlomg lease to reputable firm , > 
September next Roe 
On would separa 

Box 24) Ad PW cekly 180 Pleet St BCS 


1400 per annum 


connection among leading art buyers in 

Advertising, Printing and Publishing. 
Bes 148 

Advertiser's Weekly, 180 Fleet Sc, £.C.4 


EXPERIENCED FREELANCE ARTIST 


with littl sales technique but aebility 
as 64 6€6firet-class §=letticring § artint 
designer secks one of two clients with 


whom he can work harmoniously 
Box 183 Ad. Weekly 180 Fleet St BC4 
SALES LETTER SPECIALIST offers 
ba) 


Ad. Weekly 180 Fleet St BOs 
EXPERIENCED LETTERING ARTIST 
secks free lance work 
Box 124 Ad. Weekly 180 Pieet St BC4 


SALES AND WANTS 


TYPE Roles, rusticns. 


12 i STEEL 
7 teel %. 6d. pf. Excelsior 


s Folding & 
Led., 41 Farringdon St, 


BUSINESS OPPORTUNITIES 


PHOTOGRAPHIC 
PRINTS 


Any Size — Any Quontity 
Write or Phone 


PHOTOWORK LTO 


AND 
LILYWHITE LTD. 


73 Baker , London, W.! 
Tel. Welbeck 0938/9 


SHOW CARDS, CUT-OUTS, 


Book Pe — 
a photoditho oF 
Sea Y pene tane process plant) 
CARILLON PRESS LTD. 

Fine Cotour Primem, Bc 
Telephone: Boscombe 30615 
London Office: 147 Victoria St., 3.W.1 


‘Phone Victoria 0663/4 


‘Phone your Classifieds to CHA 8844 (Ex 23) 


STORAGE 
ACCOMMODATION 
required up to 1,500 sq. ft. 


suitable for paper, books 
etc. — off Fleet Street, 
details to 

Sex 33) 


Advertiser's Weekly, 180 Fleet Se., £.C.4 


“ Dm TO LET. 


ONET "ARGE 


TO PUBLISHERS of 


Wardour Street. S00 
i] Exceliem Light £19 pa. me 
Pe year lease and Gittings for £200 
Box 252 Ad. Weekly 180 Fleer & BOe 
of two smal!) rooms, untur 
nehed. required in Pleet Sereet. for an 
old established busines. phone CEN 
3922 of 3992, with particular 


MISCELLANEOUS 


COMPLETE PHOTO =~ ~ pr availabic 
m) Quality reasonable 


(Londe 


Bor 238 Ad. Weekly 180 Piet & BCS 


humorous Post 
heave « large selection of 


roughs for your imapection Picase 
write 
Box 245 Ad. Weekly 180 Pleet & BOS 


PRINTERS 


— Demy Octavo approxumately 
32 to page with a run of 20 to 
40,000 Fullet particulars wo 
G. Ff. TOMKIN LTO., Printers, 
Ol, Grove Green R 
Leytonstone, B.11 
Telephone; LEY 1164 


vousewmes SILK SOREEN PRINTERS 


joCormick 
hy usual facilities 
tion capacity svaiiable 
comtinuous a 
nave imemediatc respoae, 
Box 204 Ad Weenty ‘- "Fleet 


machine 
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Bowater mark... 


WATERS reproduce here a newly registered trade mark. The 
arrow stands for precision, purposefulness, and integrity; the 
wings for drive, impetus, and service; the water for the covering 
of distances — symbols which represent correctly the aims and 


policies of the world-wide Bowater Organisation. 


Y entries made in the Trade Marks Register, the subsidiary 
companies of the Organisation in this country which sell the 
production of the Bowater paper and board mills, either in 
original or converted form, have been recorded as Registered 


Users of the mark. 


ESIDES being used to identify goods manufactured by or for 
its registered proprietors, the mark will be seen on the proper- 
ties and equipment of the Bowater Organisation, and will be 


used as an advertising symbol. 


THE BOWATER PAPER CORPORATION LIMITED 
(registered proprietor of the trade mark for the home market) 


BOWATERS SALES COMPANY LIMITED 
registered proprietor of the trade mark for export markets) 
9 PARK PLACE, ST. JAMES'S, LONDON, S.W.I 


STOP PRESS 


BOB TAYLOR 
G.C. 


Robert George Taylor, adver- 
tisement representative, “Bristol 
Evening jorid.” shot dead 
when he tackled two Poles who 
had threatened a bank cashier 
with a revolver, has been 
awarded the George Cross in 
posthumous recognition of his 
courage. 

Bristol police have subscribed 
to present his father with his 
portrait in oils. 


GAYNE DEXTER RESIGNS 


Gayne Dexter, since 1935 
director of advertising and pub- 
licity, Warner Bros. Pictures, 
resigned owimg to ill-health. 
Jack Francis, exploitation chief 
since lasi year, has taken over. 


JOUGHIN OPEN BRANCH 
AT GUILDFORD 

Joughin Adve-tising, of 
Chelmsford, has opened branch 
at Guildford, Surrey (ov sil- 
lingbourne Road, Shalford), 
with C. A. Bartlett, former ad- 
vertisement manager, “Poultry,” 
as branch manager. 


H.0.B.M. TO HANDLE 
NESTEA IN U.S. 


Hewitt, Ogilvy, Benson & 
Mather Inc, a imed to 
handle Nestea in U.S.A. Nestea 
is a new insiant tea manufac- 
tured by Nestlé Co. Inc. 


Prizes of 100 guineas awarded 
to Selfridges for winning 1950 
Hoover Spring Window ep ay 
Contest, being equally divided 
among four trade charities: 
Electrical Industries Benevolent 
Association; Linen & Woollen 
Drapers Institution and Cottage 
Homes; General Porters Bene- 
volent Association; Warehouse- 
men, Clerks and Drapers 
Schools. 


Women's Advertising Club of 
London yesterday (Wednesday) 
ave reception at Wine and 
‘ood Society to overseas dele- 
gates to Congress of Inter- 
national Federatien of Business 
and Professional Women. Miss 
Doris Richardson was 


Published by the Proprietors. BUSINESS PUBLICATIONS, Ltd. at their office at 180, Fleet Street, London, E.C.4 
August 3, 1950. Printed in England by Staples Press Limiced at cheir Great Tiechfield Street. London 


(Phone : Chancery 6844.) 
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